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HOW TO MAKE MONEY 


IN A SMALL TOWN 
IN AIR CONDITIONING 


important features 
ONE WAY TO GET BIG 























QUALITY HOME 
FURNITURE 
CLEVELAND, OHIO 


Listen to Jack Saul, Appliance 
Sales Manager: ““We have such 
great confidence in the Apex 
washer that it’s the only make 
we carry. We know and prove to 
our Customers that it outperforms 
all other washers. We expect great 
things of the new Apex 1065 and 


ious to get started when 


ey arrive. Our washer busine 


is profitable enough so we can 


afford to carry our own paper.” 


STANDARD 
FURNITURE CO. 
ALBANY, N. Y. 


Says Chester Fienber General 
Manager: “Of all the thousands 
of Apex washers we have sold in 
the quarter of a century since we 
first started with Apex, the big 
gest seller and a real profit maker 
is Model 1065. Apex has been a 
trouble-free, profitable line of 
washers for us, particularly with 
the co-operation of Rudy Browd, 
H. A. McRae Company, the local 
distributor. We've just unloaded 
our first carload of 1065 washers 


and expect to sell even more.”’ 





JERE WOODRING & CO. 
HAZLETON, PA. 


“Getting an Apex franchise was 
the smartest thing we ever did. 
Furthermore,’’ continues Jim 
Reap, Appliance Manager, “we're 
no longer starving to death on 
ten-buck washer profits. With 
this new Apex package, we can 
make a full profit on the deal... 
or sell up with the new Apex 
automatic. Best franchise in the 


business.”’ 


Here’s the DEAL THAT’S BRINGING FULL PROFITS ON 
MORE SALES IN EVERY COMMUNITY...BIG 22-GALLON 
MACHINE WITH PLUS FEATURES FOR $139.95. 


YOU MAKE FULL PROFIT ON EVERY SALE 
Suggested retail price ...... $1792 


Special sales-starting 


trade-in allowance ...... $40°° 


CUSTOMER 313995 
PAYS ONLY — 


AND THERE’S A COMPLETE LINE FOR TRADING UP, 
WITH SELLING FEATURES TO MEET ALL COMPETITION 
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Why change horses in the 
middle of Ne Gx ~ 
stream) © , Sy 








S down-the-line! 
You sell one great washing system THE REVOLVING AGITATOR 


in every Westinghouse Washer on the floor! 


You sell one great drying system DIRECT AIR FLOW 


fuel oh get tens mien te 
WESTINGHOUSE WAS OY AUNDRONA 


The hottest selling combination in the country! 


only Westinghouse lets you stick to one HORSE... one selling story straight 








Famous Revolving M ———__—_——— Direct Air Flow 


Only Westinghouse 
makes a 
washer-dryer 
combination with 
the same tested and 
proved washing 
system used | 
throughout the 
regular line! 





Agitator that washes Drying, too! Blows 


cleaner, rinses better, fresh, warmed air 


cleans itself! directly onto clothes 


It lifts, turns, plunges not through 
clothes 50 times a machinery. Uses 
minute; washes each ‘ less current 
ptece equally well all because ut does a 


the time; cleans itsel/ | faster job; 





white-glove clean! requires no special 
‘ wiring—Just 


plugs in! 
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That’s why it’s twice as easy to roll up sales for the 

Westinghouse washer-dryer combination. You don’t 

switch your pitch. You use the same selling story straight 

across the board for the whole Westinghouse Laundry Line 
. washer-dryer combination included! 





ADDED ATTRACTIONS! 

All these Regular Laundromat Features 

+ Weigh-to-Save Door - Five Year Guarantee of Transmission 
All these Regular Westinghouse Dryer Features: 

- Automatic Dry Dial - Look-in Loading Door 
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MODEL wD-3. First it washes, then it dries in a single, space- 
saving unit. Available in Sugar White, Nougat Gray, Lemon 
Yellow, Mint Aqua, Frosting Pink. 









Stick to one 
horse... 
one sales 
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MILLIONS OF SATISFIED USERS MAKE IT EASIER 
TO SELL THESE NEW TOASTMASTER APPLIANCES! 


TOASTMASTER 


Automatic 
FRY PANS 


Like millions of Toastmaster Toaster 
owners the world over, your customers 
recognize the name Toastmaster as the 
very symbol of dependability. Consist- 
ently fine craftsmanship has created an 
immediate consumer acceptance that has 
no equal in the appliance field. And now 
that these attractive new Automatic Fry 
Pans bear the respected Toastmaster 
name, this preference will work harder 
than ever for you. Stock and promote 
them with full confidence of ready 
demand and quick profit. 


TWO SIZES 


Large 11", $ 95 
Matching domed alu- 19 


© Signal light tells minum cover, $3.25 


when pan is ready Extra large 12” $ 
Matching domed alu- 2495 of 
ee" 
a 







@ Precise heat control 
makes every dish 
deliciously right, every time 


minum cover, $4.25 





No watching — heat selected never varies 











@ Square shape gives 20% more food capacity 
than round pan 


@ Cooking chart on handle— 17 tested 

settings. Temperatures, 160° to 420 o* 
Pt a 
— 
- 
— 


2 IRONS 
IN ONE! 





oo” 
- 
- 
- 


“"- TOASTMASTER 


Automatic 
STEAM and DRY IRON 


The majority of your iron prospects will buy this new steam and dry 
iron without a moment's hesitation. For the moment they see the 
name, they can’t help but think of the Toastmaster Toaster—known 
everywhere as the most faithful performer of its kind! People have 
every reason to be sure that this new iron embodies the same fine 
craftamanship as the famous toaster they have learned to respect. 
Here's immediate consumer acceptance you can’t afford to miss! Earn 
extra dollars by featuring the name that millions prefer for its con- 
sistently high quality! 


© Switches steam 
to dry, instantly 


e Dial right heat for every 
fabric 

© Thermostat insures safe heat 

@ Extra-large water capacity 


@ Polished aluminum sole plate spreads heat over 
larger ironing area 


@ Weighs only 34% pounds 


COMPANY 





McGRAW-EDISON 


DS DS TOASTMASTER 2%. & = 


GALL yplianees 
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Waffle Baker 








ELECTRICAL 


Business Quick-Check 


THE YEAR 
SO FAR 


Latest 
Month 


Preceding 
Month 





SALES, factory, appl.-radio-TV index (1947-'49 = 100) 170 152 189 


13.9% DOWN 





DEBT consumers owe to appl.-radio-TV dirs. ($millions) 357 362 355 


0.5% DOWN 





FAILURES of appl.-radio-TV dealers 
RETAIL SALES total ($billions) 





47 43 25 47.8% MORE 





16.5 


15.7 5.6% UP 





DEPT. STORE sales index (1947-'49 — 100) 





122 127 122 2.5% UP 





DISPOSABLE INCOME ajfnual rate ($billions) 


295.5 293.3 280.2 5.5% UP 





LIVING COST index (1947-'49 = 100) 


118.9 118.7 114.7 3.5% UP 





SAVINGS of consumers, annual rate ($billions) 


20.5 22.4 18.6 10.2% UP 





HOUSING starts (thousands) 


92.0 83.0 111.4 16.0% DOWN 





AUTO output (thousands) 


549.2 578.8 547.6 2.2% UP 





UNEMPLOYMENT (thousands) 


2,690*  2,882* — = 





RENDS 


Don't be surprised if hi-fi steals the show during the Summet 





Markets in Chic ago this month. 


That won't be too much of a trick, of course, since the June 





Markets are seldom very exciting as far as new major appliances 
are concerned. And with ‘l'V no more than matching its 1956 
pace, Market visitors will be looking around for new merchandise 
that shows more signs of life. 


Hi-fi is doing just that. It has been consistently strong through 








out the winter and spring months. That’s apparently just the 
One firm afte 
another has told Execrrica, Mercuanpisinc that they'll put 





thing a lot of manufacturers have been waiting for. 


a lot of emphasis on high fidelity merchandise in their fall lines 
Many of the new lines will be introduced during the Markets 
with the remainder putting in an appearance at the Music Show 
or at distributor conventions during the summer, 


It all adds up to a big push on hi-fi for the fall. How big a 








push? Even the most conservative manufacturer thinks gains 
will total at least 10 percent over 1956 figures. ‘They could run 
substantially higher. (For details of manufacturers’ plans, se¢ 
page 121.) 

There’s one other point to keep in mind. Much of the expand 
ing of lines is being done at the top of the line with big “enter- 


being “big ticket” as well as “big volume” business. 








Are fictitious list prices on the way out? 
They are if the National Better Business Bureau has its way 
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(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com- 
merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
Bureau) *New Series — No Comparison Available 


In an “important message” to appliance manufacturers last month 
the NBBB asked for industry support in bringing about an end 
to deceptive pricing practices, 

I'his is particularly significant in the light of the fact that 


the Assn. of Better Business Bureaus has launched its own drive 





against the same practices “(The ABBB consists of local Bureaus 
and can be expected to bring local pressure to bear in any such 
campaign; the NBBB is concerned with national advertising. ) 

The NBBB makes two recommendations to manufacturers 

(1) ‘To discontinue use of all false, fictitious, exaggerated o1 
otherwise misleading advertising or deceptive list prices, 

(2) ‘To use only the “customary” price at which the product is 
sold at retail “in the usual course of business”, This would apply 
to national advertising, to ads supplied by the manufacturer, ot 
to pre-ticketing of merchandise. 

What are the chances of any such clean-up succeeding? 





The NBBB has asked manufacturers to indicate whether they're 
in agreement with this stand and whether they're willing to go 
along with self-policing. (The letter adds that the PTC could 
step into the picture and clamp down on any offending firm 
engaged in interstate commerce. ) 

It will be some time, however, before enough responses are 
available to draw conclusions about manufacturer reaction. It 
may be significant, however, that two manufacturers have told 
ELecrricaAL Mercwanpisinc recently that they feel there is a 
trend toward more realistic pricing. One notes that packed prices 





seem to be losing their earlier pulling power, 





On the other hand, a third manufacturer, although not con 
(Continued on page 6) 
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WIRE 


identification 


is sO Very 


IN YOUR STOCK 
and 


ON THE JOB 


Can you tell 16/2 SJ, 
18/3 SJ and 18/3 SJO apart? 


(only .005 inch difference) 


NOW YOU CAN! 


CORNISH makes it easy for 





you by printing the specifica- 
tions plainly, right on the 
jackets. 


Saves time... . confusion... . costly mistakes 








CORDS an CORD SETS 


Available in Rubber, Neoprene and Plastic 
in COLORS to harmonize. Rugged products 
that stand up best where the going is ROUGH! 














"MADE BY ENGINEERS FOR ENGINEER S” 


CORNISH WIRE COMPANY, INC. 


50 Church Street Branches in 15 Leading Cities New York 7, N. Y. 


Creators and Manufacturers of 


CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY 
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TRENDS consinves 


doning deceptive prices as such, noted that there’s a “sucker born 
every minute’ and that packed prices have been a familiar chat 
icteristic of other businesse uch as the automotive trade) fo 
Many VCal 

Ihere’s one other aspect to this situation which may hav 
ome bearing on the success of the NBBB effort. It may be that 
the customer has been educated to the point where fake list 
price don't mean much any mor lhe editors of “Grey Matter 
the newsletter issued by Grev Advertising, put it this way 

lhe traditional retail operation has a hard time coming fac 
to face with the plain fact that today’s consumer is an economic 
ophi ticate who instinctively re ognize “the ‘water in a ‘distribu- 


tive proce ind avoids it the consumer 1s a pro 


There's one other area of merchandising in which manufacturer 


vould—if they could—like to do some Cleaning up 
“That's co-op advertising as it is practiced today. 
Scarcely a manufacturer has a good word to say about o-Op 
And many of them, off the record, have a variety of uncompli- 


mentary things to ibout it. ‘They call it “monstrou unwork 


ible ind “unproductive 

But this doesn’t mean that anything is likely to be done about 
it night away. ‘The reason is simple co-op right now is a marketin 
tool to be used in buying distribution and no single manufacturer 
thinks he can afford to give up this we pon unl ill of tn 


mnpetitor do lkewis¢ 


here are some indications, however, that in the long run 
things may change. Evecrricar, MERCHANDISING editors working 
on a “portrait” of the industry's future for next month's Gold 
\nniversary issue were told time and again by manufacturers that 
by 1965 or 1970 co-op as we know it today will no longer exist 

These manufacturers think the industry may follow the pattern 
et recently in the auto industry hey forsee the time when 
local advertising funds will be accrued on the basis of dealer 
billings and will be administered by the factory or the di 
tributor. ‘This may be some time in coming but manufacture: 
don't think the appliance trade can live indefinitely with an 
idvertising program that’s more bribery than advertising 


Ihe big retail chains aren't missing any bets in tieing-in with 





industry-wide merchandising activities 


on the Live Better Electrically bandwagon and Sears has been 





making good use of Operation Home Improvement 
Individual Sears stores have been using Live Better Ele 
trically tie-ins with their advertising for some time. And Mont 


gomery Ward expects that all 580 of its retail stores will 
participate in LB advertising and store displays 


K:mphasis on home improvement is paying off handsomely for 


Sears Ihe firm expects a 10 percent gain this vear in hom 
modermization and repair business; the goal for the firm's bu 
rik is a Whole is only five percent 


Unfortunately, Operation Home Improvement itself may no 
live to see all this come to pa Ihe prog! im | heduled to en 
on July |. In recent weeks, however, there has been considerabl 
witation for a continuance of OHI activity and officials have now 
mailed 10,000 questionnaires to people in all segments of the 
industry asking if a permanent organization should be created. A 


test survey produced encouraging results End 
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IN CINCINNATI: 


McCall’s Use-Tested Tags Produce 
pliance Sell-Outs and Re-Orders 


Pogue’s, one of Cincinnati’s leading department 
stores, sold out a complete line of kitchen appli- 
ances—at list prices—through newspaper adver- 
tising based on the headline: “Your assurance of 
quality—kitchen appliances Use-Tested by Mce- 
Call’s.”” Rollman’s, another, also featured the tag 
in its ads, had to reorder on Norge appliances and 
made immediate plans to include the Use-Tested 
Tag in all future ads on Norge appliances. Other 
dealers in the area found the McCall’s Use-Tested 








H. & §. POGUE (A. E. Demick) : “McCall’s 
Use-Tested Tag is like having an impartial 
expert help our customers choose exactly 
the right appliance for their needs. We call 
special attention to appliances that carry 
the tag because they make our selling joba 
lot easier.” 


R. WIDMER CO. (Ralph Widmer): “The 
minute acustomer starts reading a McCall’s 
Use-Tested Tag, I know I have a good 
chance to close the sale. They’re very im- 
pressed when the tag tells them the product 
is recommended by McCall's editors.” 





ROLLMAN’S (M. J. Loeb) : “McCall's Use- 
Tested Tags help customers decide to buy. 
The recommendation of McCall’s editors, 
based on actual tests, carries terrific 
weight. I know — I've seen how these tags 
have helped move appliances faster on our 
own sales floor.” 








JUNE, 


Tags helped move merchandise during two city- 
wide promotions. 


For dealer response to the program, see the state- 
ments on this page. Retail enthusiasm like this can 
be yours all across the country. For details, call the 
man from McCall’s. 


VicCalls 


The magazine of Togetherness 





HANSER BROS. (Larry Miller) : “The point- 
by-point information about actual perform- 
ance on the McCall’s Use-Tested Tags gives 
our sales people the backing they need to 
turn on-the-fence prospects into buyers. 
We wish all appliances carried these tags.” 





HUGHES-PETERS, INC., DISTRIBUTORS 
(N. Wright): “McCall’s Use-Tested Tags 
convince customers that an appliance is 
right for their needs. All the dealers I’ve 
talked to who use them report that McCall’s 
phrase, ‘We used it, and we like it!’ really 
helps sell appliances.” 
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TRENDS 





...in the 
EAST 


By Robert W. Armstrong 


Early May reverses April sales slump 
as air conditioners and refrigerators 


start to move . Dealers see good 


business for second quarter 


I;RY few eastern dealers will tell you that 
they had an excellent April, but many report 
in increase in the early days of May and 


even more are looking forward to substantially 
improved busin for the second quarter as a 


whole 


The key words seem to be weather, season and 
psychology. 

Take Weather. Up in western New York for 
example, dealers sold some air conditioners dur 
ing a few warm days in April. ‘Then the weather 
chilled and so did sal In Philadelphia the 
weather is working the other way. Says a dealer 
here, “Air conditioning ji moving right along 
now, although for the year so far we are behind 
There are plenty of deals around on ’56 merchan- 
dise and that’s all anyone is pushing right now 
including ourselves, It’s going to make a short 
season for the '57 units because no one will start 
moving them until they clear out the ’56 units 
after all, the '57 stuff is 100 percent returnable 
Warm weather now is helping move "56 models, 
but if we don’t have a really hot summer it 
will wreck the °57 line 

l'ake Season. It’s likely that the summer season 
vill slow sales of dryers and ‘TV, help freezers, 
refrigerators and air conditioners. It already ha 
in some areas and for some dealers. One Phila 
delphia retailer fits part of the pattern: “Business 
was slow for the first quarter and beginning of 
April but is starting to pick up. Refrigerators are 
moving well, washers and dryers are starting to 
pick up considerably. Portable I'Vs are moving 
but the bigger ticket ‘T'V is slow. Color TV was 
terrific in the first three months but has slowed 
down a good bit . Air conditioners are starting 
to move with 3- and one-ton units moving best.” 
A distributor in the same area also fits a part 
of the pattern. Says he: “Freezers are slow and 
ranges are slow and laundry equipment is hold- 
ing its own, although dryers, which moved briskly 
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REGION BY REGION 


the first three months, have started their tradi 
tional drop.” 

In Boston a distributor found May starting off 
“very well, with good movement in refrigerators 
ind ranges and freezers up to a whopping 18 per 
cent,” although he admits that low prices had 
something to do with the jump in freezers 

Washington dealers also report gains in ait 
onditioners and refrigerators, drops in laundry 
ind black-and-white TV. One ton air conditioner 
units are the best sellers and dealers claim that 
the thin-and-narrow models are outselling all 
others. 

Take Psychology. Most retailers complain about 
\pril sales. A Philadelphia distributor says his 
business was off eight percent from the last year 
A Boston dealer puts the slump at 13 percent 
ind attributes part of it too “oversold” custom 
ers and too much credit. Another Bostonian 
whose sales were off 20 percent, finds many of 
the same reasons. 

In Buffalo a dealer simply says, “Business has 
been lousy here. People just aren’t in a buying 
mood and you can’t get them out. Washers 
ind ‘I'V are fair. Refrigeration is slow and dryers 
have fallen off sharply. ‘Traffic is poor but we 
are able to sell most of those who come in.”” An 
other says, “Spotty is the best word to describe 
April. ‘I'V is bad and white goods are slow. Peo 
ple are shopping hard and want prices cut to 
the bare minimum. We are trying to force the 
market with big promotions, but it’s hard to do 
when people aren't buying. Washers and dryer 
ire slow. Strangely, we are now selling mor 
ranges than refrigerators.” 


The other half of this industry’s personality is 
optimistic. Says a Philadelphian, “People are 
tarting to spend money more freely again; maybe 
they've been reading some of those optimistic 
statements in the papers about wages and em 
ployment reaching an all-time high.” 

Another foresees good business in the next six 
months. “People,” he says, “are a little more 
inclined to part with their money again. They've 
been holding on tightly because of uncertainty 
over the international situation. Now they seem 
to have become adjusted to the uncertainty and 
are buying in spite of it.” 

Distributors, too, sense a change in the public 
psychology. One, who says business took “a 
terrific nosedive early in the year’ and finds 
profits down despite a 20 percent increase in 
volume for the first four months, now says, “I 
think the slump is past. We don't know what 
caused it, but the general feeling all along the 
line is that we are coming out of it.” He says 
this despite the fact that he, like plenty of others, 
is still struggling with a sticky credit situation 
In an effort to avoid the burns suffered by some 
other wholesalers this one is now “turning mor 
and more to floor plans to keep our position fluid 
and we have two companies we work with closely. 
The dealer pays 10 percent down and the balance 
is financed for 90 days. He pays for the equip 


1957 


ment as he sells it direct to the finance com 
pane 

A Boston distributor, too, says he is “putting 
in extra amount of time on collections becaus« 
collections are tougher,” 


Promotions seem to have been the means of 
beating the April slump for those dealers who did 
1 good volume prior to the May upturn. One 
vestern New York firm says, “Run of the mill 
ids don’t pull but we had good results from a 
beat the clock’ promotion in which specials were 
iffered at certain hours during the day.” An 
other had a grand opening promotion during 
vhich all old customers were invited to visit the 
tore. It attracted 3,900 people and “sold a lot 
of merchandise.” Down in Washington anothe: 
retailer has been having good luck with hom: 
demonstration parties for color ‘TV. The night 
of the Duke Ellington color show, “A Drum is 
1 Woman,” he sold eight set 


...in the 
MID- 
WEST 


By Tom F. Blackburn 





Public sets room cooler prices, shows 
more interest in new features . 
Dealer gimmicks make sales 


Mower sales increase 


A SEARS, ROEBUCK & CO. color page, 
featuring power mowers, and Sol Polk's 
page ad offering the ultra thin model Philco 
room cooler are two significant things that have 
happened this spring. 

They show how important mowers have be 
come on the American scene and what merch 
ants think the trend in room coolers is. You 
can glance over other advertising, notably that 
of Wieboldt’s in Chicago, and see that prices 
on room coolers ranging from $138 to $188 
have about become standard in terms of what 
the public expects to pay. “Manufacturer’s list,” 
the copy says, “is $329.95. Your price is $188.” 

Look over the laundry scene, and the below 
$200 price that Sears fought for has become a 
fixed fact. Hotpoint’s $269.95 automatic washer 
is offered at $98, and the Bendix (list $249.95) 
is yours for $139.95. Twenty-one inch television, 
nearly all makes, is offered at $179.88. 


(Continued on page 10) 
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TRENDS REGION BY REGION 


New air conditioning trends 
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All dealers are reaching for the solid customer 


the guy with a hon \ time | nent 
Chicago off ‘ t hom t 
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Phe Carival of Color recently put on in Mil 
waukee, was the biggest boost TV has had t! 


iy in the Mu \\ t and brought f th « 
lea which may be copied elsewher 

lhe Tayl Ilectrie Ce distributor tor RCA 
it together a crew otf \ teleph ne op 
vhich it assigned to various deal Ih 
lined up home demonstration becat (). { 
Williams, i i] manager for | | t 
thinks that home demonstration in f 
fol ile Ih i wed about 100 A K | th 
! Ali 

Phe number of broad t | 


Milwaukee md RCA put plent tf weight 
ehind the drive Present to talk to Milwauke 
dealers were Martin IF. Bennett, vice pr ident 
mn charge of merchandising for RCA Joseph 


Bannon, manager, television division; Jack Wil 
mn uivertising manager, television; and Ro 
Drew nsumer | roduct promotion Phi wn 
wen isin hewspaper Tar mad tel i 


Selling ‘Trade-ins Lhe experien f Drake 
Keftrigeration Servi Ind inapoh mad Schwei 
bngel in St. Louw 1 selling used merchandise 
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Power Mowers Owned by More Familie: 


More power mowers 1] Milwaul ] 
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By Fred A. Greene 





Texas floods hurt business now but 
. Vol- 


ume improves in Arkansas and Okla- 


promise to revive sales later . 


homa 
r bEXAANS f i T 
| Hit t t | then th t month 
tii th ! if Man j ! 
tut i ) ada t i i 
tf I 1 tive da It pecn 
t th ne flood ndition 
t t \ t lit was last 
f the S ic R 
t i Beaum ta f it. In 
' fj f] len ' 
I Ha ! ti md farm 
Vi th “nmediat flect |y { 
part f th tat t re 
iinita loan tin \ nt yu 
In Karn County, f instan the 10,000 
n ho on imonth a vere on relief for 
ught are now back m the fields planting 
Drought assistance ha een stopped. Farme: 
ind ranchers now hav hance to earn a living 
id return to the buying of necessiti md tux 
Of course in some sections where planting 


re damaged by flood iter the situation still 
mam mewhat seriou If replantings can b 
iad ul fully, then all will be well 

Nevertheless, the buildup in sales will not be 


felt until later in the vear. But dealers and di 


yutol ilike are far m hopeful than at an 
tim 1 the Ca ! | t 
\n Amari leale j Wi Cxpr | nu 
tt tii ul i than im previou Cal 
A Lubb t ut nark Du | 
p nat hOOKIN tionall l 
i ' 


JUNE, 





’ ly , 
Tdili continu tO Tall heavil Con 


iuabl topsoil may be gone 


But, it 1 dehnit fact that the long-stanc 
| ht ha CCI ite That i 
t th pl nt tin 
Vith the hea i iitant iv th 
ntinuing through th i part of May, busi- 
ness has been slow and particularly so in air con 
ditioning Sale ia igs vad Just t 
t 1 ¢ to p om thing dealer ion ¢t 
to think about Price ilready ha 
Cpt ed to a level ! the most an 
ect tk make >4 per unit—more fre nit 
\ j deal ut t nquirl 
t ston ire waiting for hot weath 


Oklahoma and Arkansas seem to be the excep 
tion as far as early sales are concerned. An © 


ioma City distribute narked that ear 1 
l i gO00d or bette than Dut that i I 

ins and a warm Ma ind June ar ta 
t y tting the CASON Kil d it ? | 

Overall ipplian ( ) n npa t 
tl previou month sh a iT in 
ittributable to the weath Drop 

in most istan it then t 

I ynuen il hy n 


Refrigerators are picking up steam in sales 


npare favorably t th urrent on 
ite—laundr equipment, On vholesaler pointed 
ut there 1 ome strength to refrigerators t 
not enough to call it a trend Ile went ¢ t 
that laund item t el | 
expectahon 
An Abilene, Texas dealer who a 
kebrua volume of § 8) iw the in in 
n 1957 record only 700. Outside selling a 
tivit v h ilesmen has been non product 
Ih reneral reason e moan is that 
fom ilwa m ft a vher I t 
il i iit 


Be that as it may, the West Texas Ch 
Commerce mAbilene wants it known that reta 


il tor it | ount ica are up 7 Dp ( 
dollarwise that 1 i 194 Howeve ) 
thie county how | linn im the ! il 
pel Tal lhe remaining counti have benefitt 
on iderably from 1 DOOTHINE oil de pi 
ind establishment t nilita inst it 


th ul hout W t lex 


Several distributors « xpress more concern about 
business than do dealers. ‘The latter seem to wat 
price too much A utility official in El Pa 


remarks that when one dealer pulls a pri rom 
tion on, for example i refrigerator, oth leal 
call their distributors hollering for “‘deal 
They forget,” the ki] Pasoan point that 
creative selling still the best way t ake 
il if a proht 
\ distnbutor in th Ww if tron 
plor the lack of promot ng and demonstrat 
by dealer Lhe effectivene of such a p 
proven by an Oklahoma dealer wh 
busine is good but largely because of f 
ip prospect 
It may have been th ght that 
i it the lack f sellin yirit A Mi 
REA co-op official pointed t that deal f 
tu to visit the cash-less farm It 
to just sit back in ste ind await tom 
ha vith th ‘ thy hel tact 
han 
\ ; } ; it ; 
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PERFORMANCE sells the Hotpoin 
‘COMBO eecamria 


ORO EEEHEEHEO HHH H HEHEHE EEE HEHE, 


Nts a 3-APPLIM Nz yo Mines. Laundry Center 
NONE Space-Saving t nit 

















WASHES AND DRIES IN ONE 
OPERATION 


yo Phe Hotpoint “Combo” is a complete auto 
° matic Home Laundry. Just toss in ul to eight 
=? pounds of clothes and add correct amount of 
As detergent. Shut the new See-Thru Door, set 
AW. 
rj | 


the simple Pushbutton and Wond-R-Dial Con 





\ 
\ trols for the desired time, temperature and 


S cycle and it's all set to go. At the push ota 





| 


J 
\ button the “Combo' washes and dries the 
» . clothes in one continuous Operation, then 


shuts itself off 











: -»- OPERATES AS A 
2 WASHER BY ITSELF 


t Horpoint Combo 


| 
tat © casii eda A 





otpoint COMBO Washer-Dryer 
MODEL LY! 


oo No DOUBT ABOUT /7-.. The all-new, grand-new 


Hotpoint COMBO delivers the performance and features! 





Washer only! Juse sec the 
her controls, push the 
Master Control “ON 
Jurton, and clothes are 
Pre-Selected Wash Time 
See-Thru Door 


Wonder-Heater 





v clean and damp d 
Fluorescent Lamp wore map GF 


Safety Door Switch 


\ 

v 90-Minute Drying Time 
6 Filuf-Fins y Master Control Switch 

v 

Vv 





y 
Vv 
\ Colortones and White 
\ 


Color-Lighted Pushbuttons All Porcelain Top and Drum 


Many other Hotpoint sa dl OPERATES AS A 
365 rpm Spin Speed quality extras | DRYER BY IT s ELF 


aS oS 


Two Complete Washing Cycles 








When the convenience ot a Dryer alone needed 
rhe Hotpoint Comb Aavain deme rate 


See your Hotpoint Distributor today. Let him ersatilicy, fuse ser the Drvs 


show you how the brilliant new Hotpoint COMBO 
will make your Combination business a pleasure! 


look. to - 
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tors and laundry equipment, ranges showed some 
improvement in sales for a few dealers. ‘Televi- 
sion generally was poor, though some reports of 
fairly good sale ire noted k.ven those who do 
report volume imcreases gay it 
dollar sales. Portabl 


pcing pur hased 


just unit sale not 


and low-priced consol 


_..in the 
SOUTH 


May weather gives business a lift. . . 
Washers and dryers pick up. . 
The Atlanta area lags behind 


(3) NI I A! ip Vili ith Sal i Ma opened 
A gave southeastern ipphance dealers caus 
for | 


optimism nseasonably cool and 


rainy weather was cited as a mayor factor ft 
poorer-than-expected howings earler, but in 
ome instances, the same conditions wer hamper 


ing air conditioning and refrigerator sales in May 
We had 27 rainy days in March,” a Charlotte 
(>. dealer said md that’s not good tor any 
body's busines This dealer noted that it wasn't 
until the first week in May that busine began 
to pick up. And even then, he said, freezers wer 


only moving “fairl I” and refrigerators wei 
lo 

Ile poimted out that by far the largest contnb 
tor to his generally improved sales position 
the movement of combination washers and di 


Ihis Charlotte dealer was one of the few reportin 
that U\ iles have held up with the 


riskest bu 
iN 1) 


ing done in the medium price lin An 


increase in his sale of record players and rad 
was also noted 

In Jacksonville, a statewide distributor said 
\pril was certainly not what we hoped for \ 


competitive distributor of his serving Alabama 
put it more blunth April was terrible. Just 
nothing—nothing happened 

But both were in agreement that the first 10 


days in May made a considerable change in the 
overall picture and that the upsurge was ex 
pected to continue, The Jacksonville distributo 
noted he was “running on budget,” but that ‘TN 
Wa dow i The 
however, that “our overall business is now com 
fortably ahead But he noted that refrigeration 
was running behind other white goods 

\ Jacksonville dealer located in one of the 


ity most substantial residential areas reported 


Birmingham distributor said 


that his business so far this year was running 
10 or 12 percent ahead of last year’s. He attri 
buted this primanly to heavy concentration on 
the sale of expensive, new equipment to home 
owners modernizing large kitchens, Here, again 
April was his slowest month so far this year with 
profits just barely above those of April, 1956 
his dealer's Birmingham counterpart also r¢ 
ported a general increase in sales of about 5 per 
cent for the year and attributed the greatest part 
of that increase to a May promotion. He noted 
that through April sales had been down about 
t percent I'V sales, he said, w still off to some 
extent 
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TRENDS REGION BY 


REGION 


The Atlanta market continues to present a 
dimmer picture than most other metropolitan 
southeastern centers. ‘The Atlanta dealer quoted 
in this column last month as saying his sales 
in March, 1957 were 35 percent below those in 
March, 1956, found only small comfort in th« 
fact that his April sales this year were only 17 
vercent lower than last year 
| 


fat 


A larger suburban 
s generally off. We'll 
lave a good week-end and then nothing will hap 
pen ill week - 

He also noted the weather factor. The U. S 
Weather Bureau reported that the temperature 
On May 5 Wd 


now it 


iler reported busines 


10 degrees below normal. “But 
beginning to warm up and stay warm,’ 
this Atlanta dealer said, “and we're optimisti: 
over the upturn in the sales of white goods 
yarticularly refrigerator 

l'ederal Reserve figures continue also to show 
the Atlanta market as trailing behind the rest 
of Georgia and the Southeast. These figures show 
that total appliance sale figures in March this 
ear were down 24 percent in comparison with 
March, 1956. ‘The state of Georgia excluding 
Atlanta, however 
percent. March sales generally in the area were 
up considerably in March as 


bebruan 


howed an increase in sales of 
compared with 
In Florida, the percentage gain in March over 


lebruary was 17. In Louisiana sales were up 12 
ent, ind the Na hville, lenne ce¢ if¢ i showed 


in overwhelming rise of 54 percent. Georgia 
iles, again excluding Atlanta, were up 3 percent 
1 March over February, but in Alabama ther 


1 one percent di Ip 


...in the 
GREAT 
LAKES 


Dealers still await general sales 


pickup . . . Radios, portable TV and 


laundry maintain volume . . . Dryers 


jump in Cincinnati 


PyAHE long awaited pickup in the appliance 
| market ha: ipparently postponed itself 
gain in the Great Lakes area. April sale 
lipped ten to fifteen percent below those of 
\pril, 1956, and signs of improvement are still 
to be seen 


Dealers seem to feel that the public is inter 
ested in the new appliances but that the average 
consumer is still in debt for the ones he has now 
ind is in the process of cutting down on his 
indebtedness before making new purchases 

One Cleveland dealer says: “Overtime pay 
more or less a thing of the past right now, and 
overtime pay often was spent for appliance 
Under these ippliances are 
luxuric "yg 

\ Cleveland distributor reports that sales of 
ill appliances were off 15 percent in April be 
cause of layoffs by some manufacturers here, with 
a big percentage of the decline localized in se 
tions of the city most heavily hit by the cutback 
itl laboring pas 


conditions, new 


JUNE, 





Cleveland dealers noted several bright spots in 
the picture, however. Sales of radios were up 23 
percent and portable I'V sets up 16 percent 
Laundry equipment sales were "p 3 percent and 
ranges posted a slight gain over the 1956 month 
Sales of air conditioners slumped 40 percent 

Unfavorable weather in the first quarter of 
this year’, is the answer Cleveland dealers are 
giving for the slow movement of air conditioner 
in this area. For those who demand the “new and 
exciting”, the electronic oven seems to be filling 
the bill. Introduced in this vicinity last August, 
50 have been sold. Dealers here are not too keen 
on the idea of pushing this item because of price 
‘It will take about six to seven years before 
prices comes down on electronic ovens. Once 
price is down, it will be the thing of the future”, 

iys one Cleveland deale1 


The low profit picture has Detroit dealers 
worried, Sales continue to show a decline with no 
sign of an upward movement. “Income tax is 
paid, Easter has passed and warm weather is 
here and my sales are still going down”, remarked 
one Detroiter. Despite heavy advertising in news 
papers, radio and T'V two large Detroit distribu 
tors say their sales were off 10 percent. “Color 
IV is way off in this area’, says another dealer. 


’ 


Youngstown dealers report that sales in the 
area are normal. ‘The biggest complaint of deal 
ers there is that refrigerator sales are down but 
1 Youngstown dealer reports his sale of refrig 
erators have increased 30 percent over last month 
(his dealer credits his good fortune to a su 
Every Saturday night, the 
1 ‘I'V news program advertising 
General Electric products, using the same method 
of promotion and products General Electric us 
on its ‘Tuesday show. “Last month I sold 30 set 
of black and white ‘TV and I consider this top 
for being a newcomer in the T'V business. Ad 
vertising this way certainly has helped busin 


cessful promotion 
cle iler ponsors 


hie uid 


Marathon promotions sponsored by local utility 
companies of Columbus, Cincinnati and Dayton 
are proving most successful. Electric ranges ar 
ihead in Columbus by 3.6 percent due to a 
recent promotion of intensive newspaper, radio 
ind ‘T'V advertising sponsored by Columbus Gas 
ind Electric Co., with the aid of local dealer 
ind distributors. Within a five week period, 750 
ranges were sold. Automatic washers and dryers 
have dropped 5 percent. Columbus dealers 
give this reason why there has been a decline 
in the sale of laundry equipment: in October and 
November of last year 2100 hundred dryers were 
sold in a five week dryer promotion called “Op 
eration Sunshine’. ‘Market saturation” is on 
dealer's explanation of why refrigerators aren't 
selling Most people have purchased a refrig 
erator since the war, and present sales seem to be 
only replacements and to new homes”, he says 


According to the Dayton Light and Power Co., 
sales of all appliances showed a gain in that vicin 
ity with the exception of air conditioners: 172 
were sold in 1957 against 284 in 1956. To stimu 
late sales a ‘“‘Room Cooler Show” took place under 
the sponsorship of the utility company in con 
junction with local dealers and distributors. 

A Dayton dealer found a_ three-ring-circue 
gimmick quite profitable. Setting up a miniature 
circus in front of his store, lacking the animals 
he sold his wares from a parked trailer truck filled 

Continued on page 16 
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MORE than just another line of batteries 


Mallory 
Mercury Batteries 


for 


Pocket-size miniature transistor radios are a fast-growing item in the appliance 
business today. And one of the scientific marvels that helped to make them 
possible is the amazingly small but powerful Mercury Battery, pioneered and 
perfected by Mallory. It’s the battery that has led the parade of miniaturization 
... the battery that is the ideal partner of transistors. 


For lasting satisfaction to your customers, be sure to equip each new transistor 
portable that you sell with Mallory Mercury Batteries. Recommend them with 
confidence, too, whenever you sell replacement batteries. For they are the only 
battery that gives longest life, steadiest power and lowest cost per hour in the new 
miniature radios, and in new pocket-size tape and wire recorders 


Mallory 
Zinc-Carbon Batteries 


for vacuum 
tube portables 





As companions to Mallory Mercury Batteries, Mallory makes a full line 
of Zinc-( arbon satteries unequalled for service and dependability, Mallory Battery Company 
embodying more than 35 years of dry cell engineering and manufacturing 
experience. A complete range of sizes and voltages is available for A Divieten of 
vacuum tube portable radios and for flashlights. 
PR MALLORY &CO In 
See Your Distributor for information, prices and prompt deliv- 
ery on the Twin Line of Mallory Mercury Batteries and Mallory 
Zine-Carbon Batteries. If your distributor does not carry the 
Twin Line of Mallory Batteries, write or call Mallory today for 
the name of the Mallory Distributor nearest to you. = emeenialidlitiaiees aries eee 
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Nobixdes MOTOROLA 
AMERICA’ 












LOOK! 
the handle 


is a rotating 
antenna 












ce MOTOROLA miaka 


NGER 





— Ss ee 
: apt! == ee rae cours 
a 


RANGER 700 
(above) 


most powerf i] per 






onal portable. Has 9 

tubes plus rectifier —R.F 
plifier. This, plus the | 
Roto-tenna handle and 
} STAcir® construction, | 


ike the Ranger 700 the 


vorite for long-range 


reception. be autifully 
tvled case comes com 
plete with handy leather 
shoulder strap. In raw | 
hide ain Suntan or 
CORSAIR — big performance at a FIESTA wa colors and str ‘ RIVIERA — wonderful for special pro ide gr oe aes OPad | 
' . : ; A ee ‘ . | nid 3 2 
budget price Rich tone Golden Voice design. In Red, Yellow. Nav or Ce otion Antique White and I avender | Javy on 
peaker, In Grey Tweed with Maro a an Blue with Gold 1 Mode or Navy, or all Antique White Mad. | — | 
trim. Model 5P31, $31.9 ar P3 . 





AA MOTOROLA 


World's Largest Exclusive Electronics Manufacturer 
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PORTABLES ARE 
BIGGEST SELLERS! 


And 

look at these 

other exclusive 
features! 







New Roto-tenna Handle 
with Dual Antennas 


irgest ferrite rod antenna in the in 
lustry is now 20 per cent larger! And a 
new booster antenna in side of handle 
now adds greater power to the low end 
the radio band! 


Exclusive 
STAcir’ Construction 


tacks resistors, capacitors, and other 
mponents vertically, then seals them 


Goocacedonasar 
life against heat, dust, humidity and 

nechanical damage. PLAcir® Chassis, 

von t wear out, short, or burn out like 
i-fashioned wire and solder circuits 


Shatterproof Case Now with Volumatic’ Ample, secure Battery Space 


Made of lightweight metal (not plastic Automatically holds volume to the pre 90-volt batteries are designed to Motor 

Most rugged portable case you can get! set level maintains constant volume ola specifications for long life and low 

And covered in scuffproof, stainproof wherever there's a signal! Plays A¢ cost operation, Batteries snap in easily 
iracle fabric. Earphone jack for private DC or battery (except for transistor and are snugly kept in place by sponge 
tening on all but two models models rubber pads 








NEW 
TRANSISTOR 
| POWERED 
MODELS 


















POWERMASTER _ battery hil Ip MODEL 6X31 6-transistor pocket MODEL 6X32 6-transistor power 
to 1,000 hours, 7 transistors for great portable. Battery life up to 250 hour plays instantly. Handle is a ro 
est power and sensitivity. In Sunt: In two-tone Brown hg or Cerulean tating antenna. Earphone jack Ir 
or Charcoal Model 76T. $75.00 Blue. Earphone jack. $49.95 Navy with Chrome trim, $54.95 





PORTABLES 


In Canada: Addisons, Ltd. 
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TRENDS precion By 


with different major ipphance te 


public This three lay promotion iftair high! 
publicized by local new paper radio and ‘TV 


ictted him the sale of 13% piece of merchandise 


thi YASS 


Dryers head the list of best sellers in the Cin 


cinnati district. Dealers attribute this to heavy 
promotion of laundry equipment last month 
Dryers are up 4 ercent and automatic washer 
up 11.5 percent hi phenomenal increase was 


the result of a promotion headed by the Cincin 
nati (cas and Electric Co., with the cooperation 
of dealers and distributors called “I There a 
jaby in the House 


was di pla ed in a nursery setting. Thi 


in which laund: equipment 
how was 
Optimist 
we peing taken mn 
future sale of color TV in the Cincinnati area 
Within a month, Cincinnati will operate a color 
IV station of its own, and with this, dealers feel 
| 
\ 
| 


viewed by N00 potential cu tomer 


iewpomts by dealer the 


the sale of color TV will reach its all time high in 
this area. Sales on black and whit IV, most! 


| Tel } ri 
msole model in mcreast r f 


in the 
FAR 
WEST 


By Howard J. Emerson 





Sales still slow, but better days com- 
ing .. . Washer-dryers, portable TV 
and hi-fi sell best 
air conditioners and dryers 


6s TOLWITHUSTANDING the rather halt 
N ing way in which busin tarted in th 
x . of 1) 


cari pal thi youl ii} ii now 


Dealers push 


point to rapid improvement in the busin itua 
tion, here in the West here has been a stead 
ein emplo ment and as early as March of th 


year a new high was established in California 


predicted th eneral manager of the Western 
Merchandise Mart in San Francisco recent! i 
fecling seem und, and is expressed by almost 
everyone, with one quality ition—the future loob 


od but thre pre ent 1 not 0 ood lLloweve! 
while thr present is not holdin ip to last vear 


' 
level—a imticipated in thi olumn last month 
it not down to the disaster level 


What is hurting many dealers in every section 
of the Far West is their lack of opportunity to 
“ride the pink horse’’—the slack has hit all ap 


pliance equally most dealer eport without 
| 


eaving them one item the m push for immedi 
ate proht whiul thr thes oduct f vot the 
lump 


Phere are some bright spots, however. Washer 


iryver combination itin unin p pularits 

Portable r\ nin j | table id 

ph } raph bit tinuing t ell it a 
ver pace put j itt ! dea thou ht 

’ ‘ 1) \A nid | 
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REGION 


Unfortunately, the Far West came out second 
best in recent Federal Reserve District reports 
vhile department store sales were down eight 
percent nationally, the same type of stores in the 
lar West averaged a drop of 13 percent. Least 
hurt was Spokane with a four percent decline, 
yorst was Sacramento with a 20 percent drop 
from 1956. Even the major metropolitan center 
lidn’t react the same—Los Angeles-Long Beach 
was off 1] percent while the San Francisco 


Oakland area declined 20 percent 


In general, however, appliance-T'V business is 
not as badly off as furniture store sales. Furniture 
ippliers are tightening demands on their retailers, 
ne newspaper reports—forcing some small dealers 
to sacrifice their discounts and take their full 
60 days with no chance to get the usual extension 
of discount term In return, many furniture 
lealers are trying to ease their own collection 
troubles by shortening terms for customers to 24 
from 36 months, with a $1,000 limit on any one 
ticket. In the Los Angeles area, credit furniture 
tores are having their troubles as a result of the 
tightening by finance ymmpanies who report they 
in make 18 percent on a pet onal loan and only 
| percent on a busine loan 

Problems with dropping volume and a tighten 
ng of credit can put retailers in a wrong frame of 
mind, one experien ed executive told Los Angeles 
lealer Phil Corrin, vice pre ident of Bullock’s 
Department Store ind President of the Calli 
fornia Retailers Association said that condition 


1using competition for consumer dollars make 


nany merchants become too much of volume 
shippers—a bad condition, he said, resulting 
n the deal making little or no proht He 
tressed the need for merchants to sell ideas which 
1 turn will move ods at a reasonable proht 
But, while ll buying isn’t at last year’ 


‘ iii 
eak, the Far West still is doing better on new 
type products. Western customers are “more will 
iw buve of new t ipphan h iid Walt 
Bake ( utive f Westinghouse at a dealer 
| nan meeting in Salt Lak Cit recent} He 
iid that ka West istomel! took +() per ent 
f all Westinghou isher-dryer combination 


Promotions are rampant in the Far West, with 
conditioning and d rs getting the pring 
easonal pitch But a big effort is continuing 
ind water heat 


Northern California Ele 


1 pushing an electric rang 


to go to the promotion of rang 
el PG&E with th 
trical Bureau ha 
pecial with “a special feature of the campaign 
for customers who wk and/or heat water with 
fuels competitive to PG&E’s; NCEB is offering a 
pecial bonus trade-in allowance’ of $30 on the 
purchase of an electric range, and $20 on the 
purchase of an electric water heater to replace 
imilar bottled gas equipment.” Cooperating with 
PG&E and the Bureau in this campaign are 
Frigidaire, General Electric, Gibson, Hotpoint, 
Kelvinator, L&H, Monarch, Norge, Philco, RCA 
Whirlpool Wesix, and 
Westinghouse 


Tappan hermador 


The Sacramento Municipal District is putting 
on its fifth annual electric range contest, th 
biggest promotion of the year for dealers in that 
northern section of the valley. SMUD has good 
reason to encourage dealers to cooperate with this 
particular promotion—last year electric range sale 
in the Sacramento area w up 25 percent com 

| to a one percent drop nationally. Also, for 
the first time electric range iles were larger than 


iS range iles in that area of heap natural ga 


JUNE, 


In the Phoenix, Arizona area where the AMA | 
already sporting a justified big head in the blaz- 
ing sun, dealers in six weeks of a promotion 
pushed automatic dryer sales to more than half 
their whole 1956 volume. And now the dealers 
there are considering a mutually sponsored hi-fi 
how 

For years, the industry has expected San 
Diego's energetic J. Clark Chamberlain to burst 
his seams somewhere—that he did this spring 
when his “Fair of Modern Home Ideas” ex 
panded out of the building to open air exhibits 
Welcome solution for his home shows, always 
running with a waiting list of would-be exhibi 
tors, open-air displays resulted when Clark took 
advantage of outdoor exhibits of the Army’s 
“Nike” missile, a telephone « 
1 garden lighting display. 


ompany show, and 


Tight money again—well known comic has an 
old line that goes, whether you're rich o1 
poor, its nice to have money.” Now meet a man 
who likes his money tight. Speaking to security 
inalysts in San Francisco, Maxwell C. King, head 
of Pacific Finance Co tated that he considers 
tight money a “blessing in disguise.” His com 
pany has $319.4 million in outstanding loans, 
ind paid stockholders $4.26 a share in 1956 
ompared to $.79 a share in 1946. With losses 
down to 0.36 per cent of liquidations, his Pacific 
l'inance Co.’s goals for the next ten years are: 15 
percent on the common equity capital of $36, 
000,000 instead of the present 12.9 percent; 
holding its share of the market by reaching $648, 
000,000 in outstanding loans in 1965 compared to 
its present 319.4 million 

Meanwhile, an appliance-T'V dealer in Salina 
Calif., who had dealt with a local bank for 20 
years had to seck a new banker when the local 
bank became a branch of a San Francisco ban! 
“Sorry!” the new manager said. Your 
credit is as good as ours, but we can’t afford to 
floor i The old bank 


ted auto paper—we have to go after it 


ing chain 


tock or buy your papet 
negle 
We make seven and one half percent on autos, 


64 pe 


ent on appliances. Sorry!’ 

| i tern new paper he idling to the contra! 
irthquake damage was slight in northern Cali 
fornia. No dealer reported damage to appliance 
or I'V, but the Western Merchandise Mart suf 
fered nearly $20,000 in damage. Incidentally 
thi ummer, for the first time, the Western 
Housewares Show will be held as an integral 
part of Western Summer Markets July 22-July 2¢ 
And a new attendance builder is planned—a 
“Day at Mart” for appliance tv dealers, with spt 
ial previews “Cocktails Served”, and a drawin 
for a free trip to Hawaii for dealers who register 
it the Ixhibits 


Manufacturers out here have successes to re- 
port, and big plans for the future. Hoffman 
Electronics sales were highest for any year in its 
history except for 1953, reaching nearly $44, 
000,000. Hoffman sees changes to higher quality 
ind price in both black and white and colo! 
television, plus greatly expanded use of transisto1 
radio Packard-Bell expects to sell $600,000 
worth of its electronic garage door openers this 
year. The P-B unit sells for $200 installed. Other 
Los Angeles manufacturer Norris-hermador sec 
the built-in refrigerator (which it sells at $800 
each) as a $5 million a year item. The company 

putting another division at full speed on a 

smog muffler” for Les Angeles five million auto 

i help to appliance dealers’ eyes and no if 
not their purse 


Continued on pag 
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Roto] 4 AT THE NEW 


GENTLE-WAVE CONE 


for 


Blackstone's 


beautiful 





gives gentlest washing action 


for EASIER SALES—BIGGER PROFITS 


V HY 


Blackstone Royalist 
Model 3505S 


TOP LAUNDRY PROFITS with the 
EXCLUSIVE BLACKSTONE ROYALIST 


To help you sell the finest high-profit washing package, check these 


p tt t latest Blackstone Royalist automatic features: 
3] g C08 z @ Now, the new, exclusive Red 


BLACKSTONE’S NEW 


@ Unique Flex-A-Trol dialing 
Petticoat permits the safest changes automatic cycle any 


to che aus madien fen. delicate fabric laundering for way desired—during actual 


complete washing service. 





ture that lets you sell the gen- 

tlest, safest full-fabric launder- 

ing .. . even washes delicate 
nylon stockings without runs or tears. 

Blackstone's new Red Petticoat is an optional Royal- 
ist accessory that’s loaded for sales. For the first time, it 
permits safe, all-fabric washing with one easy-to-use 
washing speed . . . utilizes full waterloads for cleanest 
washes, too. It's smooth, it’s plastic, it's red . . . and it’s 
as simple to use as putting on a glove. 


With more than 9 out of 10 women washing their 
stockings by hand; 55%, their lingerie; 53%, their 
blouses; 44 


6, their curtains, you have a tremendous 
market ready to see the exclusive Red Petticoat on 
Blackstone's beautiful Royalist. Be sure to cash in on 
this great selling feature. Learn more about Blackstone 
and its complete laundry line, today. 





Stainless steel top and tub— 
give exclusive look women 


want. Easy to clean and durable. 


Vibrationless operation- 
mechanism mounted on rubber 
cushions to eliminate dance 
Permits washer to fit snugly 


against other base cabinets 


Tapered, grooved tub con- 
struction—keeps clothes tan- 
gle-free . its stainless steel 
won't stain, chip, crack or rust; 


scum can't stick to it. 


operation if necessary. 


Infinite water temperature 


range—just like your shower 
Efficient lint filter 


Proved agitator action—scum- 
removing flush rinse—gets 


clothes really clean and bright. 


Blackstone's direct, mechani- 
cal control results in lowest 


service cost in the industry 


The price is right, too. You 
get high-margin, full profits 
Don't miss this eye-catching 
Blackstone laundry special 





... and for easier big ticket trade-up 


Role) art) 


a? lackstone’s NEWEST MODEL 


YY 






Now, with the addition of a simply installed control panel, you easily change this 
exclusive model from a semi-automatic to a fully automatic washer. It’s so easy, it 


takes only minutes... you can demonstrate it right on your showroom floor. 





JUST THINK WHAT THIS MEANS TO YOU: 
FIRST-TIME SALES EASIER STEP-UP TO TOP PROFITS 





Here's the model for the young homemaker who wants the best, One out of four washer buyers in the country today are buying 
but has to wait. Now, sell her the best at a price she can afford wringer type washers. With the Convertible you have the per- 
sell her the semi-automatic Blackstone Convertible. Later, let fect intermediate step to make these customers hot automatic 
her convert it to a fully automatic. You profit from two sales prospects. You can ease your customer right into the highest 
and remember, Blackstone is your most service-free washer. bracket for highest profits in small, painless steps. 
REPEAT PROFITS SPACE-SAVING DEMONSTRATIONS 
The Convertible is not only easier to sell, but it means repeat Blackstone's Convertible takes only single washer floor space, 
sales for you, too. You first sell the semi-automatic. Later, to but it gives you two demonstrators. Show your customers how 
make it automatic, you sell the control panel. More profit to the Convertible works as a semi-automatic and as a fully auto- 
you. But that’s not all you get to talk to your customer twice matic washer. Show them how easy it is to change control panels. 
You get two big opportunities to sell her other appliances You can demonstrate its convertible features in five minutes 





This is the Convertible’s unique control panel. Listing 
at $50, it easily installs as a backsplash to give the semi- 
automatic all the conveniences of a fully automatic : 
washer. It takes only minutes to attach. All you need are 


pliers and a screwdriver. 











GLEAMING WHITE PROVEN AGITATOR 


Gleaming white Supernamel finish to Six-bladed agitator gives thorough 
blend with any color scheme gives washing action throughout the entire 
that clean, white, just-laundered look A height of the tub. 


HIGH-SPEED 


High-speed centrifugal drying. Per- 


3 RINSING METHODS 


A spray rinse, agitated rinse and flush 
fectly balanced tub spins quietly and rinse continuously remove lint, soil, 


without vibration to extract excess soap and scum from the clothes and 





wash and rinse waters from clothes from the surface of the rinse water 





SELL A SEMI-AUTOMATIC TODAY.... 














onstrated 















‘ Another first from Blackstone. The 
Convertible is the perfect floor piece 
tO get your wringer prospects into 
the semi-automatic and finally into the 


fully automatic class. It’s easily dem 


EASY ACCESS 


Easy access to control panel permits 
quick servicing. If necessary, a new 


panel can be replaced in five minutes 


NO VIBRATION 


Because mechanism is mounted on 
rubber cushions, it saves wear and tear 
requires less servicing and permits 


no-watch washing 





MAKE IT AUTOMATIC TOMORROW! 


rate laalialss 





Add this, 
it’s 
fully automatic 
Model No. 25] 


(all connections 
are in the panel) 


This way 
. it’s 
semi-automatic 


Model No. 252 





A 


MEDIUM OR COLD RINSE 


Toggle switch on fully automatic panel 
gives medium or cold rinsing for all 


fabric laundering 


CONTROL PANEL 


Control panel allows fully automate 
washing convenicnce complete 
filling, washing, rinsing, emptying, 


drying without attention 
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s/Vont slip up on this ‘9 


Zz; LEARN ABOUT THE COMPLETE we 


X 
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al 


~~ Blackstone im = 7 


AND WHY \.YOU SHOULD SELL BLACKSTONE FOR PROFITS 





S 








You just saw two big innovations in the Black- Blackstone is a solid, independent company, 
stone line. They both will bring you a lot of sales. deeply interested in the laundry business. In fact, 
Women will love the Red Petticoat idea. . . the Blackstone is the oldest laundry manufacturer with 
Convertible makes it easier for you to sell into the continuous service in the country. It means to stay 
top model, high-profit items. But there’s much that way... and it means business. We know we can 
more to Blackstone than this. help you increase your laundry sales. Here’s why: 


WRINGER WASHERS AUTOMATICS 


Blackstone has three wringer washers priced to The Royalist has stainless steel inside and out. 
satisfy every customer. With a quarter of the market With the strong trend to stainless, this is a big 
buying wringer washers, it is to your advantage extra to top money. The new Red Petticoat is a 
to stock them. merchandising innovation . . . it will help you sell 


a lot of these big ticket items. Royalist also avail- 
THE CONVERTIBLE able with durable, white Silapon top. 


You've just read about Blackstone's new Con- 


vertible model. This can be sold as a semi-auto- DRYERS AND AN IRONER, TOO 


i matic or automatic to those who are budget con- There’s a companion electric or gas dryer for 
scious; or it can easily be used to upgrade a pros- every Blackstone automatic washer. A selection 
pect into the more expensive, higher-profit like this gives you solid sales power to wrap up 
Blackstone Royalist. By stocking the Convertible, every prospect—even those who come in “just 
your price rise to the automatics is more gradual, 2 look.” 
and, as you know, it’s always easier to sell up when 


the steps are small. And don’t forget, with this LOWEST SERVICING COSTS IN THE INDUSTRY 


one washer you get two demonstrators—you Save Blackstone washers stay sold. Because of their 


on valuable floor space and on inventory budget. positive and trouble-proof mechanical control, 
they are practically service-free. You keep full 
rr J profits... save tied-up servicing money as well as 
, ‘Ss e valuable time you can use for selling more mer- 


chandise. 


BLACKSTONE CORPORATION, Dep:. £657 
110) ALLEN STREET 
JAMESTOWN, N, Y. 


There’s even more to Blackstone. Let us tell you 


about it and how we will help you sell. Please 












Please send me more information on Blackstone and how it 


fill in the coupon below and we will be happy 


can make money for me. to answer all of your questions on how to make 










money with Blackstone. 





Name 


NS 


Company 


Position 


\ 
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\ 


Street 


al 


City Zone State 
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TRENDS REGION BY REGION 


By M. L. Schwartz 


Sales pickup gains strength .. . 
Retail Merchants ask financial help 


for retailers . . . Royal Commission 


predicts appliance boom 


W il E, most Canadian dealers 
I rded 


( only a moderate 
pickup in business during April, 


they believed that the in-between 
month of May would show even 


more improvement as promotions 
ire planned on a much larger scal 
than last year Many dealer re 
orded overall gains of 15 to 20 
percent in April over last year; som 
eported 10 to 12 percent decline 


It was a hectic April for all 


dealers. Some dealers cut price 
10 to 30 percent in special sal 
ind some boasted of selling below 
wholesale level In addition to 
markdown ind despite credit 
tightness by banks, some dealers 
put ads in newspapers calling for 
‘no down payments,” “no monthly 


payments till fall,” and hinting no 
interference from credit curbs in 
ids stressing, “We do our own 
financing.” 

“Our sales of ranges were good, 
washers steady, refrigerators up, 
and in other lines so-so,” said a 
top executive of a Quebec chain, 
confiding that April sales dollarwise 
were up almost 20 percent over 
last year. Another dealer in same 
province said, “All white goods 
business started moving in April. 
It’s a cinch that May sales will be 
even better.” An Ontario dealer, a 
big fellow, said that, judging from 
experiences in April, “It looks like 
anity is returning to the appliance 
business at last.” Hi tores in 
creased sales by about 15 percent in 
\pril and showed signs of bigger 


gain in Mar 


However, some dealers had com 
plaints about April trends. ‘Price 
utters gave us th vorks and our 
iles toppled at least 10 percent or 
nor ud a department head of 

large tore in Ottawa. “We're 
ir lown from last year this 
\pril,’’ reported a dealer in Mont 

i] quoting hgures which proved 
iis overall busine down 12 per 

nt except, oddly enough, in TV 
vhich through special promotion 
were O ist year’s figures. Dealer 
n other Canadian cities had similar 
lips t I port 


Obviously, the April pickup was 
mixed but it was there. More im 


ELECTRICAL 
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portant now, this pickup is ex 
pected to gather steam in May 


Small dealers being elbowed out 
of existence? ‘This is the key to 
i demand by the Retail Merchants 
Association of Canada that the 
Canadian Government should do 
omething to help the small r 
tailer get « ipit il. Something must 
be done, the Association state 
because “small business, the main 
tay of free enterprise and effectiy 
ompetition, may be elbowed out 
of existence.” 

Ihe national body, — official 
spokesman for the many thousand 
of small retailers across Canada, ha 
communicated with every Mem 
ber of the Canadian Parliament in 
Ottawa, seeking aid for the littl 
fellows of the retail trade. It is 
pointed out in the communication 
that other segments of the economy 
are being helped in this respect. 
Why not the small retailer? In 
dustry in Canada, when it cannot 
get capital from the usual or nor 
mal sources, can get it from the 
official Industrial Development 
Bank; home owners can get it from 
the National Housing Act adminis 
tration; farmers can get it from the 
Canadian Farm Loan Board. Who 
helps the small retailer? This ques 
tion is asked by the national organ 
ization and answered by thi 
group, “Nobody.” At the sam 
time, the organization suggest 
that the federal government should 
pro ide credits for the little fel 
lows just as it does for other seg 
ments of the economy 

However, those in the know in 
Ottawa hint that no such he Ip will 
be forthcoming, at least this vea 
neither in the form of any guaran 
teed bank loans or extension of 
facilities of the Industrial Develop 
ment Bank Likewise no t 
changes to help small retailer 
in prospect now, particularl 
the small retailer already does not 
pay any corporation income tax, a 
1 rule, in contrast to the heavy p 
ments by their chain competitor 


Still the Retail Merchants A 


iation persists in its drive to help 


the small retailer somehow We 
Continued on page 24 
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West Bend’s new automatic party-percolator 


neopper color 


PATIO PICNICS and BARBECUES 

RECREATION ROOMS * FAMILY 

REUNIONS * CHURCH EVENTS 
CLUB MEETINGS 





automatic percolator 


operates as easily as an 8-cup automatic “perk”! 


F Simply fill with cold water for 30, 40 or 50 cups, 


as desired 


2. Add coffee (special basket allows use of drip grind). 


3. Plug in any AC outlet. Brews the coffee automatically 
(ne dials or controls to set) 


Enjoy the unique experience of supplying a terrific, expanding ready- 


made market! Wherever people gather - 
churches, lodges, offices . . . 


- in homes, club meetings, 


anywhere —~ West Bend's 50 cup fully 


automatic percolator is indispensable. Amazingly simple to operate and 
completely portable. Plug in to any 110 v. AC outlet, and in 26 to 35 
minutes it automatically brews from 30 to 50 cups of delicious, uni- 
form coffee. Full-view glass gauge. No-drip faucet. Durable 16- 


gauge aluminum 


Copper-color Aluminum ... . $44.95 


Polished Aluminum 


coevecovece ceoeve $39.95 


WEST BEND’S 50 CUP IS BEING ADVERTISED 
IN Saturday Evening Post, Holiday, New Yorker, 
American Home, Ladies’ Home Journal, Sunset, 
Farm Journal and Esquire. 


Other West Bend favorites 





CANISTER SET 


TRIG 
TEA KETTLE © 


WEST BEND ALUMINUM CO., Dept. 186, West Bend, Wiscersia 


, <¢. 
6 VY ss 


FLAVO-MATIC 
OFFEE MAKERS AUTOMATIC SKILLET 


We 


P vehess 
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PURIFYING SYSTEM 


..the big ‘extra’ that makes 


ka) Whinlpoot 


c refrigerator-freezers 


_» EASIER TO SELL! 


: 


} It’s the greatest news in refrigeration! It’s the revolutionary, all new 
Air Purifying System. The air that surrounds the refrigerated food is 
circulated through ultra-violet rays from the purifying lamp .. . com- 
bating food spoilage and odor and taste transfer! The circulated air 
maintains an ideal temperature throughout to protect foods wherever 
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they’re stored . . . even in the door shelves! 
* : 
oe ! 
“a : ’ 
| here’s another fast- 
ey { 4 ee 99 
es eos =| selling “extra” INSTANT 
A oap f ICE CUBE EJECTOR 
ff | 
va : : Ice cubes... afew or many... quickly, 
EP b | easily, simply! An easy press on the handle 
; ny | of the inverted ice tray and instantly, , 
ia | automatically, all the cubes shower into — 
: ; ° 
a ; the handsome server bin that holds up 
id / to 8% pounds! The bin can be carried 
t anywhere for convenient serving. 
7 
plus all these sales-closing features! 
Fi 3 
i ie @2 Appliances in 1... a big automatic defrosting refrigerator © Handy new meat keeper .. keeps meats at a safe temperature level. 
“1 section plus a true zero-degree freezer. © Big window fruit bin... holds up to 22 Ibs... . 
@ Automatic ice tray filler... refills right inside tilts down for easy loading. 
the freezer (optional). @ Jumbo twin porcelain enameled crispers . . . 
@ lce water tap ... a never-ending supply extra deep and big with a 30 quart capacity. 
of cool drinking water \optional) © New super-size interior lighting . . . floodlight the intevior. 
e Easy-action glide-out shelves . . . bring everything ‘out front @ Full capacity glide-out freezer basket .. . holds 40 Ibs. of food. 
RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
a . S| . . . 
Join up!... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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NOW... 


New Profit Opportunities 


~ Tex Knit 


ironing Pads and Covers 
“GOOD—BETTER—BEST” 


selection in ironing board covers 


Open up a whole new field of profit opportunity with the 


Tex-Knit guaranteed line 
you three chances at every sale 


sales tickets 


BETTER 


FREE DISPLAY plus 


$5.94 in FREI 
SELL 'EM ALI 


“Good—Better—Best” selection gives 


. allows easy trade-up... higher 


assures customer satisfaction, 


) GOLDEN CROWN 
Guaranteed one full year! 
Retail list $1.98, with 
Foam Rubber Pad $3.98 


PERMA GOLD 

Guaranteed two full years! 
Retail list $2.98, with 
Foam Rubber Pad $4.98 


BURN-PROOF 

Guaranteed three full years! 
Retail list $3.69* with 
Foam Rubber Pad $5.49* 


*West Coast prices slightly higher 


profit goods when you 


with the Tex-Knit 


“Good—Beuer—Best"’ Basic AssortmentA”, 


Basic Assortment "A"—A complete selection of the fastest-moving 
Tex-Knit covers packed in a colorful display ... meets every consumer 
need—trades-up on sight—acts as a “self-seller” at the all important 
Point-of-Purchase. FREE Display pilus $5.94 in bonus merchandise at 
no cost with Basic Assorement “A”. Order from your supplier now. 


Quantity 


Medel No. (Adjustable to fit all boards) 


Total List 





5100 GOLDEN CROWN, Retail $1.96 
3100 PERMA GOLD ay 2.98 
2100 BURN-PROOF " 3.69 
5200 GOLDEN CROWN 3.98 
3200 PERMA GOLD 4.98 
2200 BURN-PROOF 5.49 


Total retail list $54,85* 


plus FREE 3 Model No. 5100 GOLDEN CROWN FREE Retail list $5.94 


FREE "Good-Better-Best" Self-Seller Display FREE 


Total retail valve $60.79* 


Endorsed by Steve Allen and Jayne Meadows... 


STOCK, 
DISPLAY 


Textile Mills Company, 2762-92 Clybourn Ave 


advertised in LIFE 


Steve Allen and Jayne Meadows will briag the 
lex-Koait story to millions of homemakers across 
the country Big-space advertising in America's 
leading weekly, plus newspapers, radio and tele 
vision, will aggressively promote lex-Kait the 
only ironing board covers nationally advertised 


and consumer guaranteed! 


cu OM 


the only GUARANTEED LINE 


, Chicago 14, Illinois 


World's largest manufacturers of ironing board covers and pad sets. 
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point where a 


| 
corporation ire 


ire approa hing the 
few large Zalning 
retail trade 
Association 
i idding Unk there is fast 
legislative ounteract thi 
trend, small busine the mainsta\ 
if free enterprise 


| | 
i stranglehold on th 
of our ounty thie 


iction to 


ind efttective con 
petition, may be elbowed out of 


istence 


Lower saturation levels in Can- 
ada than in U. §S. should boost ap- 
pliance sales in Canadian market. 
This conclusion cached by an 
official study made for the Royal 
(Commission m Canada ico 

omic Pro pect n The Canadian 
electrical Manufacturing Indust 
vhich has just 
ndicate Viiat leal 


pate im future. It h 


| 


npl ted 


pread int 
it really tell 


r ] 
Hi LIK 


to b 
stn 
In th isumer held, this official 
reveals, much of the growth 
will undoubtedly take the form of 
the sale of new appliances that hav 
not yet been introduced. Llow: 
i on ting product market 
itu ion is lower in Canada than 
n U.S. ‘This would seem to indi 
te erable room for im 
reased il of 
particularly for 


existing products, 
those 
comparatively recently such as tel 
clothe 
so far as Canadian market 
l concerned 

Ihe lowe! 


introduce dl 


ision set dryers and home 


freezer 


saturation levels in 
Canada as compared with those in 
U. S. reflect a number of factor 


lirst, the 
in many rural parts of ¢ inada un 
til recently prevented ile of ele 

tric appliances in this market. S« 

ond, introduction of T'V in Canad 
has been so recent that there ha 
not yet been time to fully develop 
this market. Third, the 
come level n 


ibsence of electric power 


lower in 
Canada and the 
higher Canadian prices for many 
ippliances limit market for thes« 
products in Canada 


“As Canadian income levels rise 
and as the growing Canadian mat 
ket makes possible lower produc- 
tion costs, there should be a rapid 
expansion in the demand for appli 
ances,” this stud) 
ing to the 


product nd 


forecast point 
ontinuous flow of n 
hortage of domest 
iwing further greate 
ving ippli in 
lian home 

t rvey, the tud how 
indicate that Canadian home 
have the following percentage ot 


omparison to U.S 


icket icuum clean 


ipphanc In} 
ngure In DI 
home freezer 
| radios, 96 98° 
clectric range +2‘ 7 tele 
vision set 39 + 
itors, 75% 9. 
chine 79% (81° 
In other word 
tric range 


retrigel 


Wa hing ha 


except for cle 
market saturation level 
in Canada are lower than in U.S 
according to this official study and 
thus provide even greater oppot 
tunities for home appliance sale: 
expansion in Canada than in the 
United States in the immediate 
future end 








THEY'VE INSTALLED THE NEW FILTER 


iat eon 
ENGINEERING DIVISION 
AUTOMATIC 
WASHING MACHINE 
MANUFACTURING 








LINT TRAP, WATER AND SUDS SAVER 


AUTOMATIC SOAP, BLUEING, AND BLEACH DISPENSERS. NOW THEY DON’T 
HAVE ANY SPACE TO PUT THE TUB IN 


JUNE, 
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THE ALL-NEW GENERAL ELECTRIC 
APPLIANCE MOTOR 


New Humidity-resistant Insulation System 
Lengthens Motor Life, Reduces Service Calls 


THE ALL-NEW GENERAL ELECTRIC APPLIANCE of its type with an insulati 


MOTOR features today’s best protection against both Mylar and Formex 


moisture. For example: As a result of this i 


m system containing 


nproved insulation system 


. “ 
polyester film insulation provides 35 the all-new G-E motor for washers, dryers, dish 


oisture resistance and eight times washers, food waste d 


greater physical strength better and lasts longe 
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FOOD TWICE AS FAST § 





..the big ‘extra’ that makes 


RA) Whinkpoot 





freezers 





Here’s a big exclusive feature that really means business 
for you! In RCA WHIRLPOOL chest freezers the Fast Freeze 
Fan sends a blast of “zero-cold” air directly against food 
in the big fast freeze section — to freeze them up to twice 
as fast just like commercial freezers do. Faster freezing 
captures the peak of flavor and preserves more nutritive 
values. In addition, you can sell fast contact freezing 
against all 7 interior surfaces. In upright models the Fast 
Freeze Fan circulates a stream of “‘zero-cold”’ air through- 
out the interior — even in the door —to maintain the 
constant low temperature that guards the peak of flavor. 


here’s a convenience “extra” 
... SUPER-STORAGE DOOR 


This big, roomy door actually holds up to 131 different 
items — neatly, conveniently! Handy dispensers hold 28 
cans . . . deep, roomy, adjustable shelves take various 
shaped packages . . . full-width, tilting ice cream bin 
holds up to 2!, gallons. Show this spacious door to your 
prospects — and you'll see that RCA WHIRLPOOL freezers 
really are easier to sell! 


EASIER TO SELL! 








plus all these other sales-closing “extra” features! 


e Removable Storage Dividers 

e Big Convenience Baskets 

e Counterbalanced, Self-Aligning Lid 
e 2 Glide-Out Freezer Baskets 


e Automatic Defrost Water Disposal 
e Safti-Lite and Key-Lock 

e High Density Insulation 

e Adjustable Temperature Control 


eChoice of White, Pink, Yellow, or Green Exterior 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
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Join up!... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Want to get more sales off the ground? Then 
don’t limit yourself to selling gadgets... start 
selling advantages. ‘lake the performance of our 
Uni-Burner for example. Women hate tc clean 
burners. Usually it’s a major operation, and a 
mess. But not with this exclusive Magic Chef 
Uni-Burner! 

















Pick it up. Demonstrate how the front and 
rear burners and drip pan are combined in a 
single unit! So lightweight, she can lift it out 
single handed. And snap it back into position 
with a flick of the wrist. Explain, too, that it 
washes as easily as china because it’s porcelain 





e Center-Simmer Uni-Burners 
@ Magic-Lite Pilots 

® Magitro! Top Burner 

@ Griddie with Chrome Cover 


e CP Oven 
(Automatic Lighting) 
® Red Wheel 
Oven Heat Control 
e Oven Window and Light 


® Swing-Out Grolier ‘x 









MAGIC CHEF, INC., ST. LOUIS 10, MO. 
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enameled inside and out. Magic Chef’s Uni- 
Burner is a far cry from the usual assembly line 
of greasy parts that would stump an engineer. 


While you're talking about cooking on the 
top burner... point out how Magic Chef will 
light fast, heat evenly—make every meal a 
picnic to fix. Call attention to the Magic-Lite 
Automatic Pilot that’s 75% cooler than ordi- 
nary old-fashioned systems, uses 75% less fuel. 
And these are just a few of the many Magic 
Chef features that make selling smooth sailing 
... when they make sense to your customers. 


get GEARED TO GO tor a PROFIT with 


aoic Chef 


the GAS RANGE you can count on in'57! 
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Mort Farr Says... 








Transistors Are Changing 


Our Business 


to usher in a new 


ind reliability in electronic 


Dhes¢ 


vacuum 


era of portability 


entertainment 


Ts ANSISTORS are duc 
match-head size re 
tubes are due to revolu 

tionize the design and uses of radios, ‘IV sets 

cordless clocks and clock-radios, hi-fi phonographs, 
iuto radios and Dick ‘Tracy-type 
wrist-watch size radios and paging 

I’o be able to sell transistor radios even in then 
tate of development it is important to 
understand first, what a transistor is, second, why 
they cost more today than a vacuum tube, and 
third, why they are worth this cost. We must be 

able to point out the greatest advantages to a 


placement rol 


. . 
p.d system > 


de vices. 


present 


consumer buying a portable radio in selecting one 


powered by these new mighty-mite electronic 


gadget 


WHAT ll IS. I he best way to cle cribe 
that it is a solid state 
the flow of electrons can be controlled just as 


1 tran 


istor device in which 


they are in the vacuum of an electron tube. 
here no need for a hot filament to start the 
flow of electrons; they are already there and 
need only a smal] battery with 6 to 20 volt 
t tivate these electron When a current 
pa th th metal core electron begin 
kippin thru the transistor The addition 
f tronic impulse such as a signal from 
1 rad transmitter work with the skipping 
electrons to speed up or umplify the original 
impulse Actually it takes but a peck of this 
solid matter to command the flow of thes 


electron Physically, transistors range in size 
from about th 
kernel of corn 
up of plastic or 
the transistor 

covering to protect its connections and make 
it large enough to handle and connect practi 


ize of a grain of wheat to a 
but much of that size is mad 
ome other material to protect 
and a metal 


igainst moisture 


calls There are as many types as there ar 
ways of making them. Electronic engineers di 
vide transistors into two families, point con 


tact transistors and junction transistors. Within 

h family there are a number of types de 
accentuate certain 

such as high frequency operation or the ability 

to handle 

Basically 


Cal 


signed to ‘characteristics 


greater power 


most of them are made of germa 


nium t other materials are also used, and for 
ipplication where heat is a factor the new but 
higher p 1 silicon transistor will be used 
Th tal at the heart of the transistor is not 
to be found in nature. It is man-made and 
while it ks like a mineral, it is more of a 
chem It neither a conductor, such a 
copp n insulator such as gla It j 
what is know is a “semi-conductor”. The 
nain if germanium has been the dust 
n the st f zin melters. It ilso available 
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ADVANTAGES OF ‘TRANSISTORS. 


It cost 
1 pound, but as many as 


in the ash from coal mined in England 
hundreds of dollars 
thirty thousand 
from a single pound. The 


transistors can be produced 
high cost is in th 
punfying and refining, fabricating and intricate 
task of fastening connections to these tiny pat 
ticles and testing them 

['ransistors cannot do anything new, but thes 
do some things better and more efficienth 
than vacuum tubes. A transistor can detect, 
amplify, oscillate, multiply frequency and oper 


ite as a switching device 


lirst 1s 
simplicity. ‘There are four clements and 
no floating or moving parts and no filament to 
burn out 
They are 


only 


will climinate a lot of 
size and weight in the devices in which they 
are used 


small and 


You could put a hundred or more in 
the glass 
tub« 
They little power—perhaps on 
thousandth the power of a tube thes might re 
place. Thi an additional saving im siz 
ind weight of batters 


envelope of a single small receiving 
consul 


mean 


lower power consump 


tion, which means negligible heat output m 


most application o that components are not 
ubject to the 


ry vacuum tube 


great amount of heat given oft 


They are rugged. With no moving or float 
ing parts they will stand much mor 


which gives 


jarring 
them definite advantages in port 
ible and auto radio 

Chey have very long operating lives. Some of 
the transistors being produced today have an 
estimated life of as much as one million hou 
of operation, which would amount to over 100 
years of use. This in contrast to about 5-thou 
sand hours average for electron tubes 

They require no warm-up period—operating 
the instant they are energized 

When properly encased they are impervious 


to dampness and have even operated under 


water 

SETS LAST LONGER. Because of the low 
voltages required, components of sete using 
transistors should last much longer as_ there 


1957 


will be no heat problem and no high voltages 
to break them down. The main benefits to the 
public are the long life of the sets and the 
transistor ind the low upkeep both from a 


tandpoint of batter ost and of service and 


maintenance cost. In the few years since their 
introduction, transistor sales climbed last vear 
to over 10 million transistors and so far thi 
year the rate is over double that volume. In 
ten vears we will be making and using over 
250 million a vear, 50 million in auto radio 





Mort Farr, Upper Darby, Pa., appliance-TV dealer 


lowe hrom a price just a few years ago of 


S12 to $15 each, prices have declined to around 


$2 at present and the next two years should 
find them selling at about $1 each, at which 
point they will be competitive with vacuum 


tubes, im price 
WHAT TYPE OF SETS CAN WE EXPECT? 
lhe new radio lines for 1958 will include raany 
new transistor models, We can expect more of 
the compact miniature portables with improved 


performance as well as larger multiple-transistor 


sets that will rival their AC powered pred 
cessors for tone, volume and sensitivity. Ther 
will also be new model home radios, making 


use Of transistors and powered by small bat 
that could last as 
cordles 


terics much as a year. These 


radios can be promoted as safe for 
the children to play with, safe to operate in 
bathtub and can 


mywhere the listener 


the bathroom, or from the 


be convemently used 
ut o1 
will operate 
in a variety of 
taste. We may 
VM types of powered by transistors and 
batters i clock that do not 
depend on power lines for 

Several 


brought out 
ind the ( 


wants to lic down. indoors or out. The 


larger and mav be had 


peaker 
colors for individua! 


horth 


decorator 
ilso expect ill-wave and 
sets 
well as radios 
powel! 
have al 


itomobile manufactures 


transistorized auto radio 


should outlast the car 


T¢ icl\ 
for their cars 
themselves 


PORTABLE: 


t* if vision 


rv. 


set would be 


\ truly portable transistorized 
a real boom to the se 


ond ‘TV set busine but the likelihood of one 
of these for several years at a price that would 
ippeal is rather remote, We do not have tran: 


istors that perform we ll all of the functions 
necessary to Ope rate a television set at present 
but it would be possible to build one using 


transistors in combination with a few vacuum 
tubes and operated by batteries, The cost would 
be high and a battery would not last long, duc 
to the drain of the 


quirements of the 


vaccum tubes and the r 


picture tube A set of thi 


type will probably be on the market by 1958 
but the price will limit the market for it, We 
can confidently, however, look forward to the 


development for sale of a fully transistorized 
that will be both light tn 
off chargeable dr 


t¢ » veal but a 


portable television 
weight and operate efficiency 
batters This may take 

cordhe I'V set would have a 


pact on the television industri 


tremendous iw 


tJefore that time we should have portabl 
transistorized hi-fi sets with low current motor 
that will allow record enthusiasts to truly have 
the music they want when and where the 
vant if lend 
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A COMPLETE LINE 
FOR EVERY NEED... . 


Remember, you can’t sell ’em 
IF you don’t have ’em! 





IMPERIAL MODELS... the ultimate SUPREME MODELS... perfect for DELUXE MODELS... for ‘“‘budget”’ 
in air conditioning comfort with “through the wall’’ installations. shoppers! You can sell many “top- 
all the latest engineering advances! Packed with salable features for the of-the-line”’ features and quality 
Includes the popular %4 h.p. “Lo- medium-price market. at a really low price. Models from 
Amp” model. 34 to 1% h.p. 
PLUS CUSTOM MODELS . . . rugged 2 h.p. beauties for those extremely “heavy” 
cooling jobs in extra-large rooms, and for commercial and institutional users. Also + j 
available in “reverse cycle’’ models in smaller sizes. Join Up: 
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ADY WHEN THEY 
ED COMFORT: 


stock plenty of units under Rx plan 
without usual “carry-over” problems 


ka) Whirlpool 


ROOM AIR CONDITIONERS 


Now, stock a complete line of air conditioners .. . fill all your customers’ needs! 
teorder when you want, as much as you want! It’s now possible, without the usual 
“carry-over” and inventory worries. The terrific new Retailers’ Exchange Program 
reduces ‘‘cool weather gamble”. . . lets you stock and sell all models right up to the 
end of the season! Yes, it’s your ticket to greater profit opportunity . . . all season long. 

And, with RCA WHIRLPOOL Room Air Conditioners, you have a longer selling 
season because... 











Electronic Filter combats hay fever conditions 


It’s a brand new selling benefit! Because it’s up to 300% more effective... 
filters out microscopic particles as small as 1/25,000 of an inch... it combats 
conditions which cause hay fever and other air-borne allergies. So, sell the line 
that lets you sell beyond the hot weather season, that offers greater profit 
potential . . . see your RCA WHIRLPOOL Distributor today. 


Additional features to help you sell 


@ New compact design. Hi and LO fan speeds. 


e Simple, easy-to-operate controls. Hermetically sealed system. 


+ 
« 

: " ” @ Weather-resistant cabinet. 

© Adjustable ‘comfort-zone” thermostat. : 


Five-year written warranty on sealed 
© Adjustable air direction control. refrigerant system. 





RCA WHIRLPOOL Home Appliances On 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan Sul 


... it’s easier to sell RCA WHIRLPOOL than sell against it! 


Use of tredemerts tA ond OCA authorized by tredemert owner Badia Cornerstone of America 


ELECTRICAL MERCHANDISING—JUNE, 1957 PAGE 31 





TG 
TTT 


UN, 


LTE 


* 


iiilil 


weed, 
“—. 
ey 
| 
a; 
Ri 


“es 


Mill 


/ 





(Companion model available for use with humidifiers.) 


SELL MORE DEHUMIDIFIERS 
—MAKE EXTRA PROFITS 
WITH THIS AUTOMATIC CONTROL 


Set it—forget ut. Turns on de- 
humidifier only when needed. 
Bendix calibration scale per- 


racy possible Ith Se le tion ol desired 


mits exact setting for accurate 
humidity control, 
You'll sell that dehumidifier faster 


il you recommend and sell the humidifier operates 


Bendix* Hurmidistat alone with it only when humidity $ 95 
this Humidistat makes an efficient exceeds the setting on pact 


instrument of a dehumidifier—en- the Humidistat. Need- 


ables the user to set the exact level 


the only 1957 model with new Cali- 
bration-Knob setting—the Bendix- 


designed feature that makes accu- 
humidity. Operation of the Bendix- 


Friez Humidistat is simplicity itself, 


Once it’s set, it takes over. The de- 


less operation is clim- Suggested retail 








ECONOMIC CURRENTS 





Industry Will Spend More — 
Consumers Will Eventually 


By the McGraw-Hill Dept. of Economics 


MERICAN busine plan to maintain a very high level 
4 of capital expenditures during the next 4 vear Phi 
is the most important busin tory of the year It based 


on the 10th annual survey of Business’ Plans for Investment 
made by the McGraw-Hill Department of Econom: 

Appliance, radio and ‘T'V manufacturers plan to cut ex 
penditures for new plants and equipment 
But they will increase their spending 
1957 and 1960 


7 per cent in 1957 


percent between 


A BIG GAIN ACROSS THE BOARD. Business as a whol 
now plans to spend 12 percent more this year than im 1956 for 
new plants and equipment. For 1958-1960 business already has 
plans for almost as much capital spending as in record-breaking 
1956. In fact, plans are within shooting range of even mor 
record-smashing in 1957. And since these are picliminar 
plans, the actual expenditures may turn out higher. In spite 
of tight money and narrow profit margins, there has been no 
weakening of plans for 1957 





CAR MAKERS WERE CUT BACK. Although business as 
i whole is planning a stable level of investment in the year 
ihead, there will still be some ups and downs among the variou 
industric lor example, the automobile industry, one of the 
biggest 5p nders plans to cut pe nding by 29 percent this vear 
ind spending will drop again in 1955 to less than half the 


1956 level 


Busine ilso plans a great increase in research expenditure 
ind in the mtroduction of new products and process thi 
factor, combined with a high level of « ipit il pending point 
to a bright prospect for general prosperity in the futur 

Since madustr 1sSO planning Hh tihipre edented t petip oan 
research and new product development, the chances are ex 
cellent that a wave of new products and processes will start 


rolling well before 1960 and carr capital spending with it to 

i new high 
American industry spent $6.1 billion in 1956 on research 
ind development—up sharply from the $4.8 billion spent in 
1955. ‘This represented an increase of 28 percent. And plans 
(Continued on page 36 





of humidity he desires. [t's as neces- 
sary to proper humidity control as a 
thermostat is to proper heating 
(After all, you couldn't sell a ther- 
mostat which merely permitted 
hot’ or “cold” settings. ) \pproved 


by Underwriters’ Laboratories. it is 


price to give youa 


inated, And the new ; 
big profit margin 


model's handsome 

gold and silver case blends perfectly 
with just about any decorating 
scheme. Write today for full details. 
Bendix-Friez, 1471 Taylor Avenue, 
Baltimore 4, Maryland 


REG, U. 5, PAT. OFF 


FRIEZ INSTRUMENT 


DIVISION 


PAGE 32 


ye 


AVIATION CORPORATION 

















JUNE, 1957—ELECTRICAL MERCHANDISING 




















Back to 
pack your 


t = 
— ww 


‘ : a sth 
store agallls == 


extra trattic 7g 


record 











Repeating the 
big volume sell-out 
promotion 

of the 

famous 


CORY. 


coe” WOW 296... 


his was a box-office success the last _tive 4, 6 and 8 cup markings on the 
time . . . pulled customers in droves decanter .. . easy-to-use, easy-to-clean 
and rang up profit-packed sales. Andno CORY Glass Filter Rod... balanced 
wonder! For only $2.95 your customers _heat-proof handle. This opportunity 


walk out with the famous 4-8 cup CORY _—knocks only once a year . . . so stock 
Glass Coffee Brewer .. . tough, taste- up now! Quantities for this special offer 
free, heat-resistant glass with decora- are limited—order while they last. 







i 
HURRY: 
Offer Expires June 30, 1957 ANOTHER QUALITY PRODUCT OF CORY. 








CALL YOUR DISTRIBUTOR TODAY! 
Order CORY Model DKG-S 4-8 cup 
Glass Brewers 












CORPORATION 
3200 W. Peterson Avenue 
Chicago 45, Illinols 
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Only with Columbia 


can yOu HI-FI 


foin the 


PREMIUM 
PARADE! 


Now offer Hi-Fi Accessory Kits With 
Sales of Columbia Phonographs! 








The hottest natural in the industry . . . nat- 
urally from Columbia to increase traffic and 
sales in your store now right through the 


Now offer exclusive Hi-Fi Acces- 


summer! 
sory Kits with every sale of any Columbia 
phonograph! Handsomely-styled record 
carrying cases contain diamond needles, 
record brushes, sprays, cloths, 45 rpm 
spindles, even record albums! Promotion 
covers every price category and includes 
entire Columbia line, from magnificent 360” 
K-2 console combination (model 530) to 
famous manual portable (model 512)— 
America’s top-selling phonograph in its 
class according io Billboard’s most recent 
dealer sales survey! For special newspaper 
ads, radio spots, display materials, supply 


of kits, call your Columbia distributor today! 


$68 Columbia Library 
Quartet sells for just 
$29.95. 4 handsome 
library-type storage 
volumes with room for 
80 dp record albums. 
Accessories include 
diamond needle, 5 @& 
record albums, spindle, 
spray, cloth, brush. 
Offer with Columbia 
models 530, 528, 


527, 524 


$45 Columbia Attaché 
Case Accessory 
Assortment sells tor 
just $22. Washable- 
finish Cavalry Tan 
attaché case with room 
for 25 @») albums. 
Built-in storage space 
for accessories. Includes 
diamond needle, 
pindle, spray, cloth, 
brush. Offer with 
Columbia models 526, 


§22, 518 


$21 Columbia Super 
Hi-Way Kit selis for 
just $10.50. Sturdy 
washable plastic 
carrying case comes 
packed with 10 
Columbia Extended 
Play record releases. 
Separate compartment 
holds 45 rpm spindle 
Offer with Columbia 


models 517, 516, 515 


$17 Columbia Hi-Way 
Kit comes FREE! 
Sturdy charcoal and 
white case comes 
packed with 10 new 
Extended Play 
releases by popular 
Columbia performer 
like Guy Mitchell, 
Tony Bennett, Jo 
Stafford, 4 Lads! 
Available at half price 
with models 512 and 
513. Offer free with 
Columbia models 540 
and 514 











COLUMBIA#J PHONOGRAPHS 


® “cotumpia y FT MARCAS REG 


PAGE 34 


JUNE 1957—ELECTRICAL MERCHANDISING 





Albany: Hoskin Bros., 


Handley 
ngton; Sampson, 2244 8 
1735 Spaeth. Cleveland: 

Seaway Distributors, 620 Frankfort. Columbus: Graybar Electric, 
253 N. Third. Datlas: Medaris Co 
Supply, 531 E. Third. Denver: B 


Sell More 
Columbia 
Mode! 530 
ultra high- 
fidelity, console 
combination; 
AM FM and 
automatic 
phonograph 

“360" K2 
series. 


Sell More 
Columbia 
Model 526 
ultra high- 
fidelity, 
automatic 
portable 
phonograph 
360" K2 


series 


Sell More 
Columbia 
Model 518 
four-speed, 
deluxe, high- 
fidelity 
automatic 
portable phono- 
graph 


Sell More 
Columbia 
Model 515 
four-speed, 
automatic 
portable phono- 
graph 


Sell More 
Columbia 
Model 512 
four-speed, 


manual, portable 


phonograph 


COLUMBIA PHONOGRAPH DISTRIBUTORS: 


Akron: Goodyear Tire & Rubber, 1144 E. Market 
1827 Broadway. Attanta: Distributors, Inc 
1349 Spring. Baltimore: Columbia Record Distributors, Aiken at 
Curtain; David Kaufmann’s Sons, Mount at Cole. Birmingham: 
ore-Handley Hardware } 
Appliance Company, 111 
tributor, 36 Cammington 


y Street; Columbia Reeord Dis- 
Buffalo: Seaway-Columbia 730 Main 
Charteston, W. Va.: Pugh Furniture, 1322 Wilson St. Charlotte: 

yuthern Bearings & Parts, 500 N. College. Chattanooga: M oore- 
Hardware, 236 E. 21st. Chicage: John Plain, 444 W. Wash- 
Cincinnati: Columbia Distrib- 


Sell More 
Columbia 
Model 528 
ultra high- 
fidelity, 
automatic, 
console phono- 
graph—‘360" 
<2 series. 


Sell More 
Columbia 
Model 524 
high-fidelity, 
automatic, table 
model phono- 
graph—‘'360" 
K2 series. 


Sell More 
Cotumbia 
Model 517 
four-speed 
automatic, high- 
fidelity portable 
phonograph 


Sell More 
Columbia 

Model 514 
four-speed, super 
deluxe manual, 
portable phono 
graph 


Sell More 
Cotumbia 
Model 540 

45 rpm 
automatic, 
portable phono 
graph. 


Moines: Quad-State Distributor, 214 Third 
Record Distributors, 7640 
Distributors, 275 Park. El Pase: 
Grand Rapids: Graybar Electric Co 
apolis: Joyce 
Distributors, Inc., 822 N. Myrtle. Kansas City: Columbia Kecord 
Distributors, 1305 Grand 
Angetes: Craig Corporation, 34108. La Cienega. Memphis: Wood 
Miami: Electric Sales and 
Milwaukee: General 


son and Bozeman, 733 
Appliances, 340 N-E. 75th 
207 N. Milwaukee; Morley-Murphy 
Columbia Midweat, 31 Glenwood 

ware, 401 N. Water. Mashwille: 

Craighead. Newark: Times Columbia 
New Orleans: Interstate Electric, 
Products, 257 Fourth; Times Columbia Distributors, 453 Fourth. 


otk: Goodman Electric Supply, 3610 Hampton. Oklahoma 


Distributing, 


Lowisville: Sutcliffe, 





Detroit: Columbia 
East Hartford: loskin 
Mathias, 115 8. Mesa 
432 Monroe, N. W. tndian- 


Jacksonville: 


609 W. Main. Les 


Merchandising, 


State. Minneapolis: 


»-Handiey Hard 


Handley Hardware, 492 
Distributors, 350 Halsey 
1734 Cont). Mew Veork: Timely 


Set! More 
Columbia 
Model 527 
high-fidelity, 
automatic, 
console phono- 
graph—‘'360" 


(2 series 


Sell More 


Columbia 
Mode! 522 
four-speed, 
super-deluxe, 
high-fidelity 
portable phono- 
graph. 


Sell More 
Cotumbia 
Model 516 
four-speed, 
automatic 
portable phono 
graph. 


Sell More 
Columbia 
Model 513 
four-speed, 
deluxe, manual 
portable phono- 
graph 


For special newspaper ads, 
radio spots, display materials 
and your supply of kits call 
your Columbia distributor 
listed below. 


City: Miller-Jackson, 111-115 EB, California, Phitadetptiia: Beetem 
& Brody, 4131 Jefferson; Columbla Record Distributors, 910 N 
Broad, Pittsburgh: Danforth Corporation, 6500 Hamilton Top 
line Distributors (¢/o Modern Storage), 24th at Smallman. Port- 
land, Me. Swanton Co., 919 Congress. Portland, Ore.: Ny-la 
listributing, 1915 N. W. Glisan, Richmond: &. T. Crump, 14106 
} Franklin; Goldberg-Tiller, 959 Myers. Reanoke: Roanoke 
Wholesalers, 619 7th, $t. Lewis: Columbia Record Distributors 
1611 Washington, Salt Lake City: Standard Supply, 226 EB. 60! 
South. San Amtonio: Central Distributing, 120!) FE. Houston. San 
Francisco: Hi. Kh. Basford, 246 Lith. Seranten: Key Radio & 
Television Supply, 905 Capouse, Beattie: Columbia Distribut 
2716 Second; Craig Corporation, 1021 EB. Pine. Strreveperts Inirs 
south Distributor, 1665 Texas. Spokane: Columbia Electric and 
Manufacturing, EF. 3420 Ferry. Syracuse: Onondaga Supply, 444 
W. Genesee otede: Commercial Electric, 3300 Summit 
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(} 3-spit 
_—_> “*Rotomatic’”’ 


roa ROTISSERIE 


; 73 i =2 
: Another Popular ROPER 


Feature to Help You Sell 















“America’s Finest GAS Range”’ 


Offer your prospects the pleasure of barbecuing 
right in their own kitchens. The new Roper 
comfort-level “Rotomatic’’ motorized rotisserie 
provides outdoor flavor indoor convenience. 
Gives firm support for roasts, poultry and small 
foods. Easy to remove, clean and store. A Roper 


plus-value that will help swing the sale your way. 





Other Fine Roper Features 


Your Prospects Will Appreciate 





: b- lll aay 
> lll a s 


NEW Roper 


"Cire le Simmer 


Roper “Tem-Trol’ 
Automatic Top 
Burner Heat Control Speed Top Burner 





» ROPER 40° Gourmet 


@ New “Insta-Set’ Control Panel with Hand 


Condiment Shelf for salt pepper, et | Geo. D. Roper Corporation 
, , Blackhawk Park Ave Rocktord, Il 
@ New “Glamor-Grill” Griddle with Roper 
Roper sounds good to me Send complete details and 
lem lrol Automat Heat Control franchise information 
@ New “Roast-Minder” Oven Control | FIRM NAMI 
@ Comfort-Level “Roper Glo” Broiler | INDIVIDUAL 
ADDRESS 

GEO. D. ROPER CORPORATION cnn STATI 

ROCKFORD, ILLINOIS EM 657 








HOTTEST FEATURE IN THE INDUSTRY! 


“ " (} D 3 P DOUBLE 
meen COOKING 
with enrol Automatic GAS Top Burner 
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ECONOMIC CURRENTS 


(continued) 


for 1957 indicate another 20 per 
cent increase this year—to $7.3 bil 
lion. Industry already has plans to 
spend $9.3 billion on research by 
1960—a preliminary estimate that 
will be far exceeded if the present 
rate Of increase in research spend 
ing continues 


MORE SPENDING, MORE 
APPLIANCES. Among the largest 
spenders on research and develop- 
ment are the electrical machinery 
manufacturer So that by 1960 
appliance dealers will have a whole 
new flood of products to offer to 
consumers 

Since it takes time to translate 
research discoveries into commer 
cial products, the full results of this 
increase in research spending will 
not show up for several years. But 
there is already an increase in the 
number of companies that are mak 
ing significant capital expenditures 
to bring out new products. In 
manufacturing as a whole, 32 per 
cent of all firms expect to make 
uch expenditures in 1957—this 
compares with 28 percent in 1956 
And for electrical machinery manu 
facturers the increase was from 44 
percent to 65 percent 

If capital expenditures to make 
new products follow the trend of 
expenditures on research, it is pos 
sible that nearly half of all manu 
facturing firms will be 
thi purpose by 1960 


investing for 


Manufacturers now expect about 
10 percent of their 1960 sales vol 


ume to be in new produ t (That 


1S, product not made in 1956, or 
ufiiciently changed t con 
idered ne\ Since thi nm aver 
we in many industri uch a 
finished goods producers, the figure 
would be ubstantially higher 
electrical machin roducer: 
expect close t U pe t of thei 
1960 sales to be in products not 
made in 195¢ This will mean the 


introduction not only of new ma 
chines but of many compl tely new 
processes, during the next fou 


years 


STEP-UP IN RESEARCH. Ac 
tually the total volume of new prod 
introduced by 
1960 may be far greater than the 
10 percent of manufacturers’ sales 


ucts and processes 


indicated by preliminary estimates 
in this survey. Many companies 
that are now without plans to in 
troduce new products are among 
these planning a sharp step-up in 
research expenditures. And if these 
companies succeed in their research, 
new product introductions will in 
crease End 
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Revco rural dealer says... 


“We expect a 75% to 100% increase 
in REVCO Freezer Sales in 1957” 


“THE REVCO DEALER PROFIT PROGRAM IS 
SOUND AND IT WORKS" 


Winston-Salem, North Carolina 
‘Farmers are our best prospects for 
large freezers,” says Ed Kelley of Ed 
Kelley Inc. Right now Mr. Kelley sells 
15 to 20 Revco Freezers monthly. 








Convincing demonstrations prove 

the advantages of Revco’s aluminum 
interior construction. The benefits are 
fast freezing, safer storage and 

lower operating costs. Mr. Kelley expects 
a 75% to 100°% increase in 

Revco sales in 1957. 





BEDFORD, PA. 
REVCO DEALER 


likes to sell 
the large size 
chest freezers 





BETHLEHEM, PA. REVCO DEALER 
FINDS FARMERS BEST PROSPECTS 





tJethlehem, Pennsylvania— The Howard F. Fox 


Store which caters to rural customers, reports 


tedford, Pennsylvania—Mr. Fritz, of sales are for cash, We like cash sales 
is many as 6 Revco Freezer sales in one month the Russell KE. Fritz Electrical Com and satisfied customers 
Mr. Fox expects an increase of 25% in his pany, says he likes to sell the large chest Mr. Fritz reports 10°, of his profit 
Reveo sales in 1957. “Frozen foods are becoming freezers because, ‘‘we do business in a comes from Revco sales, He expects an 
more popular each year. I think the future of rural farm area and they demand large increase of 25%, to 50°) in his Revco 
large chest freezers is excellent.’” Mr. Fox also chest type freezers.’’ He prefers the business in 1957 


likes to sell Revco freezers because they are 


service free and quiet in operation 
Farmers are Mr. Fox’s primary prospects. He 
finds they are mostly cash customers and he has 


rural large freezer business over the 


more competitive city discount type of 
selling because, “farm people know 
what they want in a freezer and most 


“T like to sell Revco Freezers. Revco is 
a prestige line, Llike tosella product that 
is superior — better than others my com 
petitors have to offer,” Mr. Fritz stated, 


few trade-ins 


oi 






REVCO, Inc. 
Dept. EM-67, Deerfield, Michigan 


| | 

| | 

| | 

er | | 

y! _" | -$ | | 

—<— ‘ | } : —— I'm interested in your Freezer Dealer Profit Protection | 

SELL ECVCO | i | } | me | 
"'¥ H E = —2=3 | | = 
i ! 

| | 

| | 

| | 

| | 

L J 


Company name 
LINE 





By 


Addreas 


SETTING TRENDS IN REFRIGERATION SINCE 1938 


SEE REVCO AT THE MERCHANDISE MART 
DURING THE JUNE MARKET * SPACE 1137 
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Look at Quaker’s fast-sel/ complete line of Oil and Gas vented 
and unvented Heaters! You'll know why Quaker offers you 
greater sales appeal—-quicker turnover—-BIGGER PROFITS! 


er al 


Vos 


NEW FLUSH-T0-WALL 
Spack Smee 
OIL HEATER 


Delivers Right Down-to-Floor-Level 
Heat...A Potent Sales Feature! 
Nothing like it today anywhere! 


Quaker’s Imperial “SPACE SA 
soletes in 





TEL ag HAS THE MOST COMPLETE OIL HEATER LINE IN THE INDUSTRY 


— 
—— -— a mam 
-_— ; ~- a 


- i = = = — heey *, 
a ket : el = r aeg 
t 4 i — | ’ : 


¢ oe’ ie oe ©) ee 


Mode 40 NA ie 4 
00 BTU 
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a 


fot WOLUME SALES AND 


BIGGER PROFITS in ’57: 










Does it again - 
A NEW WALL GAS HEATER |! 
AT A NEW LOW PRICE! 2" 


Quaker obsoletes all free-stand- 
ing gas heaters with a completely 
NEW 28” “Cool Cabinet” Wall Gas 
Heater! Now you can offer customers 
TWO vented and TWO unvented 
Wall Gas Heaters that are years ahead 
in design features — at an unbeliev- 
able low price! Quaker’s FOUR Wall 
Gas Heaters —- backed by proven pro- 
motions — sell on sight! 

NO OTHER WALL GAS HEATERS 
HAVE THESE EXCLUSIVE FEATURES: 
® Hangs Like a Picture 
® Extra Cool Super-Safe Cabinet 
® Super Efficient “Deep Port” Burner 
® Porcelain Heating Chamber 




















Model SWC-250 Unvented Wall Gas Heater. 
Capacity: 25,000 BTU Input, Height: 28”. 
Also available Model WC-250. Capacity: 
25,000 BTU Input. Height: 48”. 





They Hang on 





the Wall Like 
a Picture 


® Super Circulation 











a 





Model WCVA.408 Vented Wall Gas Heater. 
Capacity: 40,000 BTU Input. Height: 60° 
Also available Model WCVA-258. Capacity 
25,000 BTU Input. Height: 60”. 


More Profit-Building Quick-Sell Quaker Gas Heaters 











































Way, 20- Year Guarantee 
Model RVM-500 — 50,000 BTU In- 
put. Also available in 35,000, 
65,000, 80,000 BTU Input. 


styling 
Mode! BVS-650—65,000 BTU In- 


put. Also 35,000, 50,000, 80,000 


BTU Inpvt. 













ciently 

Medel CWR-300 — 30,000 BTU In- 
put. Also 12,000, 20,000, 40,000 
BTU Input. 


QUAKER HAS MORE TO OFFER DEALERS! 


1. The most complete oil and gas heater 
line in America. 

2. Competitive, profitable price structure. 

3. Hard-hitting local promotions keyed 
to your store. 
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FIND our QUICK 
SEND CouPON NOW! 


e | 
4 
o "4 4 ; 
? 1} 
J “Cool Cabinet” Deluxe 
£ y Unvented Gas Radiant & 
; , . Circulators 
The “RVM" Series of vented The “BVS"’ Series «{f vented The “CWR" Series features : | 
Fireplace’’ Circulators — to Super-Circulators —- the only Quaker's exclusive ‘Air Stream"’ 
day’s most efficient radiant gas non-radiant gas heater that per- design. Assures ‘‘cool-to-the- 
heater & a beatin mits you to see the flame... a touch’’ cabinet at all times Waste floor Hangs on 
Sele 0 Ee SSeS Quaker exclusive. Outstandin Unique engineered construction th il 
efficiency. Exclusive Quaker 2- for efficiency, features, value anc distributes heat evenly, effi- e space je we 





Quaker Manufacturing Company 

Heating Division of Florence Stove Company 
1147A Merchandise Mart 

Chicago 54, Illinois 


Send me the BIG PROFIT story on Quaker 
heaters. I am interested in oil >) and/or gas 
heaters. : a 







Compa ny 





Your name 


Address 





a ee 
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OWERFUL REASONS WHY A CHEVROLET 
TAYS ON THE JOB...SAVES ON THE JOB! 

























@ Uurable alloy 


exhaust valve 


@ High power 


Ameri 
- 
e ' 
i 
@ | wo tuel filter 


for dependabili 


output ignition 


FAMOUS CHEVY 6 


a's most popular truck engine) 


@ Economical by 


pass cooling 
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Biggest sellers ... because they’re biggest savers ! 


CHEVROLET TASK-FORGE 57 TRUCKS 








Chevrolet trucks offer the world’s most popular truck engines 
big 6’s, designed soundly yet simply to provide plenty of power 
at lowest cost and the ability to keep going in rugged service. 
Like all Chevrolet truck components, these engines put the 
accent on economy and dependability! 


Chevy’s the dollar saver de luxe of the American road, and many 
of the reasons why can be found beneath the Chevrolet truck 
hood. That’s where you'll often find one of the great 6-cylinder 
powerplants that have pulled more payload more miles than any 
other engines in the history of hauling. They’re honest-to-good- 
ness truck engines, specially built to stay and save on the roughest 
and toughest of hauling jobs. Or, if you prefer a V8, the ones that 
hum beneath the Chevy hood are at the head of their class for 
fleet-going short-stroke V8 efficiency. 


You'll find that a Chevrolet truck gives you so much to save 
with! Your Chevrolet dealer is waiting to fill you in on all the 
facts. . . . Chevrolet Division of General Motors, Detroit 2, 
Michigan. 
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JULIA MEADE, STAR OF YOUR > 
ALL-STAR GAS SALES TEAM — 


sells modern gas ranges for you to 65,000,000 
TV viewers every week on CBS "Playhouse 90" 





COAST-TO-COAST TELEVISION 
ADDS ITS MIGHTY SELLING 
+ POWER TO THESE 
BIG SALES MAKERS: 































¢ 3 Big Magazine Advertising Campaigns 


American Gas Association, Gas 
Equipment Manufacturers and LP-Gas 
Association magazine ads blanket 
every home in your area 


¢ "Mrs. America’ Sells For You 


Local and national promotions all 
year ‘round 


¢ Old Stove Round-Ups 


3uild your sales and profits fast 





¢ New Freedom Gas Kitchen Sales Makers 


LE a Sell every piece of kitchen equipment 
: . you handle 
JULIA MEADE hostess for the Gas Industry's 
top ranking CBS 90-minute TV Series “Playhouse 90” PLUC 


on 129 stations coast-to-coast. 





Home Service Helps © Displays ¢ Direct 

Mail ¢ Publicity © Ad Mats ¢ Sales Demos ¢ 
Builders Plans « Modernization Sales Plans « 
TV and Radio Spots ¢ and everything you 
need to sell more high-profit, top-of-the-line 
#as ranges 


and TOP PROFITS... Dealers vote 
gas ranges their top profit appliance 
2.8 to 1. Ask your gas utility, distributor 
and manufacturer how you can make 
more money selling gas ranges 





Domestic Gas Range Division ¢ 
GAS APPLIANCE = . 
MANUFACTURERS oa 
ASSOCIATION, INC. LS 


60 East 42nd Street, New York 17, N.Y 
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42% of the people 4 
in homes _—— 
with dishwashers =» 
read the Digest 


Digest readers form a 
larger market, and have 
more disposable income, than 


the readers of any other magazine 





«- 
f ¥, ee 


SK A HOUSEWIFE to name her pet hate, and income groups, its audience accounts for more than a 
she'll probabl iv: “washing dishes.’’ No wonder, third of the nation’s buying power for many appliances, 
\ hye Nn this nasty chore comes up so fe lentlessly three and for most other products and scrvices as well 
times « oO of 40 ) “ » 
ap ats da ' the tun i 4 thousand dirty Kor advertisers, this thriving third ot the { 
d hye nN the iverape he usehold each Veal 


market repres¢ nts the greatest concentration ot buying 


loda Wtomath dishw ashet have treed y! } million powe! ever cente red in the audi nce ot a Magazine 
Amn in from dishwashing drudgery and 42% of 
those people are readers of Reader's Digest 99 million opportunities to sell women 
en so, 97%) of the American market ts not fenyo 


} ' he Dige st’s ( irculation in the | »s. 18 11 million copies 
ing the boon of automatn dishwashing 
a month double that of any other magazine More 
In rhe lige - the OPPOrcunity to sell dishwashers 


than 32 million Americans read every issue 
ind other high ticket items is enormous, because the 
dD , / However, a magazine's strength is not limited to 
la the families with sheer numbers of readers alone; it gains extra powel 
more “disposable income,’ with extra buying powe! from the thorough with which it is read 
Because the Digest has so many readers in th higher \ recent market study one of the most extensive 
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L a 


ever made—shows that the average reader picks up and 
reads his copy of the Digest on 5.3 different days. This 


rives the Digest 168 million “‘ x posure days.” 


(mong women, the Digest’s audience is substantially 
larger than that of any other magazine —including those 
edited expressly for women Wome: alone read an 


average issue of the Digest 99,630,000 times 


[hat gives you, as an advertiser, nearly 100 million 
opportunities to have your message seen and read by 
women in the Digest In this respect, the Digest leads 


the next magazine measured by more than two-to-one. 


‘s” 


Send for ‘‘Study of Seven Publications 


Lhese Nhgures are from a nationwide study conducted 
by Alfred Politz Research, Inc., and approved by the 
\dvertising Research Foundation 
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Che Digest’s 17 million women readers offer a prime 


market for dishw ashers and sO do the i husbands! 


[he study covers seven public ations: Reader's Digest, 


Life, Saturday li vening Post, Look, Good Housekeep 
ing, MeCall’s and This Week. It provides latest com 
parative data on readers by sex, income, age, family 
status, educational le vels, household POSSESSIONS and 


pur hase S 


Write for a copy of “A Study of Seven Publications,” 
Reader's Digest, 230 Park Ave., New Yor’: 17, N. Y. 


People have faith in 


deader S Digest 


Largest magazine circulation in the U.S, 
11 million copies bought monthly 





...a tremendous help” 


says FRED C. SPARKS, president of Independent 


Distributors, Inc., Admiral Distributor, Grand Rapids 


‘ 


heen a tremendou help during 
Many of our most successful 
n busine today without them, 
r floor plan with retailers has 
10% to 40° Their methods 
ze work and cost for u ind the 
collection service is commented 
is are the insurance coverages 


valuable to both dealer and buyer.” 


Commercial Credit dealers 


are successful dealers 





Write or call our nearest office for complete 
information on the benefits of ComMMeErctIal 
Creprr PLan, Why not do it today? 


COMMERCIAL CREDIT CORPORATION 


A service offered through subsidiaries of the 
Commercial Credit Company, Baltimore Capital 
and Surplus over $200,000,000 offices in principal 


cities of the United States and Canada 
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Merchandising 


HOW TO 
MAKE 
MONEY 
IN A 
SMALL 


TOWN 


Bill Houghton and his 

Leyman Electric of Huntington, Ind., 
are proof that it can be done. 

His formula, 

modified big-city merchandising 
combined with good service 

and tight management, returned 
him better than seven percent net 
on $203,158 worth of sales. 


By KEN WARNER 





HOW TO 
MAKE MONEY 
IN A 

SMALL TOWN 


CONTINUED 


ies Hought n of Levman kKlectne Co 
Huntington, Ind., likes low margin 


He ballyhoos his low, low price md 
ky- high trades into profitable  trafhe md 
cells at a pace that keeps hi treamlined 
taft hopping He operates on a » percent 
TO) margin, and trims costs to just about 


) percent, which left him a little over seven 
mrcent net proht " ') | in ile in 
; f 

Hough 


ton feel only when they're properly ex 


Low margins a the key to sale 


Houghton made 
lie idquarte for Hunt 
ington Count mainly through advertisin 

He ran 15,000 inche in the Huntington 
Herald -Pre last yea vhich make lium the 


town biggest independent idvertiser 


loited through advertising 


his store “appliance 


Lhe low price appe il in the regular ever 
ck id enough to bring im most of 
Houghton half half-town ustomer 
I bring in the t, Houghton piles event 
ertising on toy f ent advertising, using 
hH promotion the used ir giveawa 


Wild Range Roc Dollar Day tie-in 


nal ¢ Da Ile gets lots of housewife 
trafhe from hi ¢ item left over from 
promotion md trom the low, low price 


on small traffic appliances that he picks up 
henever there’s a good buy offered 
Low price plenty of excitement, good 
rice and tight management are the tool 
that Hfoughton uses to pry higher-than-nos 
mal profits out of his busine im oa small 
town l'o see how he do 7 i niece i 
to go back to wh bie tarted. which is not 


very long agi 


PLANNING is one of the most essential ingredients 
in Bill Houghton’s success. He doesn’t let himself 
get involved in details, develops ideas and sees to 
it that staff carries them out 











Bill Houghton bought ind took over Ley 
nan Electric Co. on January 1, 1956. It's a 


three legged” business, and has a prosper 


ous electrical wiring department and a good 


plumbing department in addition to the ap 
phi ince de partment Che main management 
emphasis for the first year was the appliance 
department as it was the weakest of the thre 

Houghton brought a lot of appliance know 
how to his new business. He had traveled 
the area around Huntington for several year 
is a salesman for Westinghouse, and had 
nanaged their Fort Wayne factory branch 
He had helped run a number of promotion 
in the area, and had pent a lot of time sell 
ing on dealer floor Krom the wholesale 
ide he had a full gra p of both the product 


ind the management techniques needed 


Everybody Gets a Raise 


The first thing Houghton did on taking 
er was to give a general pay raise to all 
mplo ee the second thing was to clear out 
uventory drastically with a sale that broke 

on January 3rd. ‘The raise, which he felt wa 


erved rt hi i hard work ind cooperation 


from his new employees from the beginning 
th ile served three purposes: it announced 
thi new management tarted to establish 


the low-price reputation that Houghton 
vanted and boosted working « ipital He got 
i low of customers right from the start that 
hasn't slowed down vet, thanks to his con 
tintung hea promotion, and is way out of 
the financial wood 

Looking over that first i busine r¢ 
eal that Hloughton knew what he | 
dome The tarted working at Levman two 
months before he took over. Ile took in 
entor worked the floor, went over thi 
book met his customers and suppliers, got 
to know the people who'd work for him, and 
most of all, he planned He h the cost 
heets he worked up then, and thi ile 
hedules he set up monthly for th car of 
19 5¢ Phey re ill too conservative but 
lloughton didn’t want to set himself up for 

big letdown. ITlis advertising schedul 

roughed out ahead of time, too 


GOOD INFORMATION makes it possible for Hough- 
ton to control operation. Card file in center of 
floor gives instant facts on all merchandise, is kept 
up-to-date on a daily basis by part-time help. 








(he problem wasn’t merchandising 
Houghton was pretty sure that he could move 
appliances faster than the business had been 
moving them. What he wanted was to make 
money on the units he did move at his 
planned lower margins, and to do this he 
had to know where he stood in relation to 
costs. The first people he hired were office 
people. He has an office manager and two 
girls keeping track of things for the whole 
business, and three department managers 
who keep close tabs on their sections 


Departments Are Separate 


Fach of the three departments—electrical 
plumbing and appliance—is separately staffed 
ind operated. Costs and inventories are ac 
counted for by department and the three 
ets of figures never get together until the 
end of the year. In fact, when the electrical 
department or the plumbing department doe: 
work for the appliance department, the job 
is billed just as to an outside customer 

Despite this “separation,” the three units 
work together all the time, and calculating 
the value in appliance sales of the breadth 
of other services that Leyman Electric Co 
offers Huntington customers is impossible 
Houghton credits the non-appliance depart 
ments for having built a good reputation for 
ervice in his market area. In fact, when 
he was asked if he’d buy the appliance de 
partment alone, he refused the deal. For 
Houghton, there is the value of continuity in 
having three departments: chances are the 
won't all hit slack times together 

Kach department head is boss in his own 
department, and runs it himself. ‘To insure 
real, creative interest in each department 
Houghton set up bonuses for the department 
heads tied directly to profits: each manager 
gets 10 percent of his department’s net profit 
it the end of the vear 


Plugs Every Leak 


l'igures for managing the business are pr 
ented to Houghton in entirely different form 
from the NARDA_ Cost-of-Doing-Busines 


Survey, Everything is treated as a sale, and 


SIMPLE SYSTEMS let Houghton handle check-writ 
ing, credit and collection himself without putting 
great strain on his time. Buying details are han- 
dled by assistants, but he checks inventories. 





shown in relation to inventory and to 
cheduled goals. Every hour of every hourly 
man’s time is billed to somebody and Ley 
man Electric Co. makes a profit on every 
hour, There are store improvement and _ re 
pair projects on tap all the time to take up 
iny slack, and time for these is also billed 
Part of the department manager's job 1s to 
see that these hours are accounted for and 
billed properly 

Houghton pre-schedules every cost item, 
including parts inventories for all depart 
ments. Every month he checks all the costs 
igainst the sales records and department per 
formance, and makes sure to jack up depart 
ments that are getting heavy on cut cost, 
ind to comment when costs are held down 
When billing gets a little low, he notes it; 
hen it’s high, he finds out why. Special 
ttention is paid to all inventories, since 
Houghton believes that this is where many 
mall-business mistakes are made. He’s not 
interested in how much inventory there is in 
lollars; what he wants is a 60-day average 
turnover. A _ six-time annual stock turn i 
his goal, but he makes it in 60-day section 


louble-checked every 30 da 


Bosses First at Work 


l.very morning sees one example of how 
tight Houghton holds down costs. His super 
visors get down to the job a full half how 
before the hourly employees do, and when 
tarting time comes, everybody starts. Hough 
ton figures this one this way: 14 or 15 men 
which includes all departments) who wasted 
half an hour a day at $2 an hour would cost 
him $5,000 in a year, and it would take an 
ther $100,000 in sales to cover the lo 

After getting his office staff together, set 
ting up Kardex inventory controls and cost 
ing and billing procedures that let every dé 
partment know where it stood cach morning, 
Houghton next hired Glen Watson to head 
his appliance department. Watson is an 
ther old Westinghouse hand but with heavy 
ervice experience, He ran the branch serv 
ice operation in metropolitan Indianapolis for 
everal yea lor the special needs of the 


MORE> 


HEAVY ADVERTISING uses low-price appeal to at- 
tract prospects to off-Main St. location, gets terrific 
impact in his small market. Advertising costs 86 
cents a column inch—much of which is co-oped. 




























How Leyman’s operating statement 


NARDA 
Leyman Group B* 
1. Net sales 100.00 % 100.00 
2. Cost of goods sold 72.44 65.6 
3. Gross margin 27.56% 34.4 
4. Total operating 
costs 20.27% 32.7 
A. Administrative 14.57 23.) 
(1) Owners and/or 
managers salaries 4.98 3.3 
(2) Office salaries 1.41 2.4 
(3) Salesman's pay 25 6.1 
(4) Servicemen's 


wages and expense 3.68 6.1 
(5) Vehicle expense 2.85 4.0 
(6) Other administrative 


expenses 1.40 1.8 
B. Occupancy expense 1.65 3.2 
C. Advertising expense 2.36 1.9 
D. Bad debt losses 50 3 
E. Allotherexpenses 1.19 3.6 


5. Net Operating profit 7.29 1.7 


In looking over these costs, the two 
irge differences from the average reader: 
ill note are salesmen’s and servicemen 

vages and expenses. ‘These are explained 
by the fact that the appliance manager and 
Houghton are the only salesmen, and only 
one-third of Houghton’s salary is paid by 
the appliance department Though even 
in the first year, Houghton took a salary 
big enough to almost match the money 
he carned as a top wholesale salesman 

[he salesmen expense shown reflects about 
$500 paid in spiffs to servicemen who de 
clop sales on their own 

[he appliance manager, Glen Watson 

is a long-time big-city service manager, and 


though he doesn't do any servicing ot 













compares with the average 


make any calls himself, he keeps a tight 
rein on the people who do, On straight 
service work, his department makes a 
profit. The expense shown here is the 
difference between these profits and th 
costs of delivering and installing new 
ippliances and of the warranty work, Strict 
ccounting for warranty parts holds this 
last item down 

Ihe low vehicle expense is typical for 
Huntington, according to Houghton, In 
surance rates are comparatively low, and 
maintenance is cheaper, too. ‘The expens 
shown includes a fund in reserve for 1 
placement. Initial purchase price of the 
Leyman fleet, which came with the com 
pany, was quite low. Houghton plans to 
buy one or two trucks a year for the whol 
company which will give him a five to 
seven-year turnover 

The higher-than-average bad debt e 
penses are a peculiarity of the Huntington 
market area, The only people who don't 
ret ummediate “open account” treatment 
irc the known deadbeats, and often, small 


bills go unpaid not because the customer 


mt or won't pay but because they genu 
inely forget In the meantime, Indiana 
tax laws sometimes make it advisable to 


vrite off these small tickets rather than 
pursue them too far 

Occupancy is low, even for a small town 
but Houghton poimts out that this is for 
just one-third of a 6,000 sq. ft. space well 
outside the main business district lo 
office expenses for Leyman Electric ar 
accounted for by the use of part-tin 
who handle parts of each office procedur 
lor example, one lady comes in in the 
evening and does the costing and main 
tains the perpetual inventory, and no on 
else touches this work 

The whole table of expense reflect 
Houghton’s complete disinterest in any 
thing beyond advertising, selling, installing 
and servicing appliances, and getting the 
facts to do these jobs at a profit. All other 


items of expense are cut to the bone, and 


even these essentials get careful scruting 


BARGAIN PRICES on traffic items purchased from distress stocks keep steady flow of customers, Although 
Houghton sells most of them at half regular price he still makes a profit on them. 
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Houghtor yurages interest ee 7 


washer, customer MENTION of o space probler tarts Hough FINANCING quickly and easily arranged thr: } 


en y better whil t elling a combination washer-dryer Huntington bank. Since buyer is buying a ne 





prospect w } jap ( Hought nm KNOW t is needed before he is asked 


« 


\ —_ “ 
DELIVERY next day starts with Houghton telling his delivery-installation crew where the TEST RUN is made by men who deliver unit. Wiring and 


buyer rive Houghton turns stock six times a year 


plumbing departments can make any kind of installation 
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A mock trial-style show and free light bulbs help Gulf States Utilities sell . . . 


1,747 Dryers in Two Months 


VYWPECTACULAR may filled out card upplied to 

verused word, but it cer dealers by Gulf States and turned 
them in at the local utility office for 
This procedure 


he It pl 


tainly applies to the result 
ichieved in a recent electric dryet bulb erved an 
impaign put on by Gulf Stat 
Utilitie 


The company, whos 


other purpose: If gave us, as well 
of Beaumont, ‘Texa as dealers, names and addresses for 


eIvice area followup call 


ncludes much of the Louisiana and Perhaps another advantage of thi 
l'exas Gulf Coast, set i quota of free gift as agaist wiring of 
1,000 drvers for dealers to sell dur trade-in allowance by utilities is the 
ing Janua ind February. Dealer fact that through gifts we were abl 
esponded and moved 1,747 for to show off dryers to more people 

f $410.55 Extra allowances usually bring in 


ou want about ople already sold on dryers but 


OT USE to deal t waiting for price break We 


ile icn ft ipplement an adve nted to get to the people who 
iW i Vic Gavle not pr old ivs Gayle 
; 1 ‘ ( ? 
vane But ld to th 6,564 Free Gift Packages 
' ' > in of lt of the free gilt offe 
ly +] , i f 
! bil} I 
: t Ihe { 
Consumer Must Be Shown f S$] bit t Cholf Stat 
( tT t te f I cr PACKA i total of 
; ; } BB 1 ; ; 
P th an ii 
| 
istrat i] €: f 
\ ‘ . . 
' +] ' if 
\\ ‘ ; {} 4 ‘ / 
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idditional $4,620 vearh 
A healthy increase 


in washer sales was noted and at 


COTE 


will be realized 


tributed to the dryer promotion 
Gayle estimates the gain between 
15 and 20 percent 

banded 
together to put on unique demon 
tration In Port Arthur, for in 
tance, a twonight program wa 
ranged at the local office audi 
torium ind ittracted over 400) 
vomen A Port Arthur busin 


orority sponsored the af 


In several cities, dealer 


vomen 
fair which was billed primarily as a 
stvle show. Gulf State 
inged for the 


local department store 


tee 1h Ape 


how to be put on 


Sorority Made Money 


I ticket turned it if thie 


t ceived > cent One ad 
int f letting the up handle 
t kot j ( ivle that t 
sure ittendance by yvomen hie 
ic most lkel 0 I An 
the womt, he remind that it 
| hasized the om i 
if it nonethel 
/ itt ndan cto thre } 
tcl vell the fash 1h 
In ce 2 4 it i 
ectato interest n th 


pitch cemplo cs of Gulf Stat Port 
Arthur office put on a novel skit 
Rusty Clothe 
linve The chief witnesses against 
him wer Mi Weather” and 
Mrs. Sun” who pointed out the 


; of electric dr mg on the 


1 mock tral of 


idly initage 
witness stand, ‘The skit was pre 
ented at “half-time in the style 
how and the entire affair was over 


moan hous 


Bonus Plan for Dealers 
As for the bonu payment to 
dealer Gayle believed that a siz 
ible amount had to be paid to en 
dealer 
igressivel 
The utility ac 


COoOUrave tQ pu hi arvecil 


opted iponu | 
ment schedule that required deal 


to sell at least three units b 
fore receiving any bonu With 
thre third ile lealet rot » 40 —¢ 


10 per unit After that ich sal 


vid a $10 bonu 


You might i S10 i lot of 
non to iwa ft 
i] ( th i f th 

neombe | ! thre 

zab) TL { 

lon ith dy i§ already pointe 
out. Second ig or extra trade-in 
iHlowance re not near ett 
tive from the ilesman pomt of 


Continued on page 
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Office Office 
SCHEMATIC OF Blandin’s floor plan points up 
the importance of power mowers in his think 
ing. During selling season, displays are 


grouped both in and outside store, often in 
a conjunction with white goods 
White 


Goods x] 1 Power Mower 


Wa Va Vs 





How Blondin’'s Selling 
Fits a Plan 








] First of four mower displays outside front of store catches eyes of both passing 
motorists and pedestrian 


2 Second display just inside the front door is comprised of high-end models, fan interest, 
help to pass prospects along to mower sales room 


3 Third display in a rear room of the store is the selling dis 
play. Here’s where features and performance are dis 
and sales are made 
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in Power Mowers 


Blondin’s of Worcester, Mass., sells 100 power mowers a season the same way it sells washers— 


with good products, carefully planned displays, demonstrations, customer service, and trade-ins 


“NROM early May through La 
bor Day, it’s impossible to 
approach Blondin’s, a $550, 

000 television and appliance deal 
ership in a suburban section of 
Worcester, Mass., without coming 
face to spark plug with platoons of 
power mowel 

In selling some 100 mowers pet 

eason for about $12,500, the 28 
year-old firm leans heavily on dis 
play. Each of the four groupings 
used serves an individual, yet re 
lated, purpose. On the sidewalk in 


front of the store are five or six 
of the major price steps in Blen 
lin s two line Sunbeam and Mo 


to-Mowe I‘his is the trafhe topper 
gned to snare the attention of 
people driving b 
I he econd MOWwCI di play l 
potted just inside the front door 
in the main howroom, which 
major appliance and electric house 
ountt lhe three or fou 
i id mode 1} 1 med at 
ithere I hi th d 
ilk ¢ pla ta t Th 


also fan the interest created by the 
outside lineup in the less myopic 
prospect, and “pass him along” to- 
ward the power mower sales area 
in a separate room at the rear of 
the store. 

‘his is the site of the third, and 
key, grouping—the selling display 
Here's where features, performance 
and price are talked and sales are 
made. ‘laste and imagination have 
obviously been invested in this dis 
play. ‘There’s no bare Indian fil 
of cold machines. Instead, color 
ful mowers are shown as dominant 
clements in small, attractive ar 
rangements of related merchandis« 

grilles and braziers, outdoor fur 


niture, cooking utensils and picnic 


ct These sub-groupings put in 
double-time, moving mowers and 
elling companion items on im 
pulse 


Demonstrations Outside 


The last link in Blondin’s power 
ful power mower di play chain 1 
vorking group of three or fou 


machines on a fenced grass plot 
beside the store, which can only be 
reached through the mower sales 
room, Gassed-up or plugged-in, 
these are poised for action as 
demonstrators. Prospects get the 
feel of different machines by push 
ing them briefly over the grass 
Salesmen can demonstrate _ start 
ing, as well as cutting performance 
Machines bought inside are taken 
out to the grass plot, where their 
new owners are given complete op 
erational demos 

It's often inconvenient for a 
customer to take a demonstration 
at the store. In a case like this, the 
mower uncrated, assembled 
loaded into a Blondin’s pickup and 
delivered by one of the firm’s sery 
icemen. While the customer kib 
itzes, oil reservoir and gas tank are 
filled, wheels are adjusted for cor 
rect cutting height, and a starting, 
mowing and safety demonstration 
is staged. ‘The technician stays un 
til he certain that customer ha 


ONG Ue I¢ d Thi hine 


With mowers which the store 
sells at or near list goes free labor 
for the entire first season, even 
though this may extend beyond the 
90 days of the manufacturer's wat 
ranty. Example: a machine bought 
in May is serviced with free labor 
through its last trip over the lawn 
that year, though this may not be 
until October 


Service is Important 


Why doe Blondin’s put if 
powe! mowc! purchaser On i 
ped stal? “Because gsavs (C.eorge 
Blondin, who owns the busine 
‘they're the same on who bu 
majors from us, and I’m darned it 


I'll jeopardize my whole appl 


ppl 

operation b elling them short « 
MOWCrsS 

‘To George, the ability to provid 
ervice, a tie-in with a part ul 
whose stock is complete and 
livery fast, and a local source of 
expert blade sharpening a th 
hole card mb power mower ti 


chandising. Servicewise. he forty 


(Continued on pay ( 





4 Demonstration plot outside store can only be reached through sales display 
and buyers are given a thoroughgoing 


room. Here prospects try out mowers 


demonstratior 
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5 Service provisions include an ace technician, a reliable parts source and ar 
outside firm which specializes in and provides expert blade sharp ng f 


Blondin customers 








Selling up from leaders—both in ads and in the store 











—helped Shawmut TV of Boston fight discount com- 


petition and learn... . 


One Way to Get Big in Air 


The rest of it consists of smart outside selling, fast installation, a sales-making service policy, and tight 


management control—none of which came easy, but without which Shawmut couldn’‘t do its $930,000 volume 


yl N Ben lacob reached In the fh il year just ended, th 
New York from German firm did a total volume of 450 
\ ! Cdl 
i | | 


wo, hi poh (i Phi ir it's reaching for 
nglish Qt all the souver mulhon. Room air conditioners fi 
it trom tis homela promimently in both amount 
hi vould ha In L9OS¢ Shawmut 
dt i behind—the num mid five utsic 
ti tutooed on his lett f i i lf n it 
1] | if I tration r unit rice f { 
\ infam N ( iW ! t 
f hh t | 








most of the iles by 
private-label leader 


stockiag So successful was this format 
ind promoting last year, that the store has mad 
them at come-hither prices. Jacob it the basis of its extensive new 
calized that to build his air con 


ditioner volume, he'd have to “im 


paper program. In it, the bottom 
sixth of a 54” x 8” ad is devoted to 


ort in Off-brand price line and Shawmut ignature slug. Immedi 
tise it to a fare-ve-well itely abo thi mother narrow 
; one-sixth strip featuring the lead 
leader Units Necessary Blas hi | model. fn this oh 
Last Ww. 1 found a two-unit the only two reall pertinent fact 
lich he uld promot regarding an a ndit 


$169.9 
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} SHAWMUT TV & APPLIANCE CENTER—MOTOR MART BLDG. PARK SQUARE 





(oe : 
PRE- 
SEASON 

/ Air- 
Conditioner 


hinkpool 195 1956 


ELIMINATES SPECIAL WIRING, JUST PLUGIT IN, 
INTO YOUR PRESENT OUTLET 
















po Designed for @ . NOW'S THE TIME TO THINK OF THE HOT, 

l Ail Pash-By , SWELTERING SUMMER AHEAD 
? Ad Aw Flew Remember the hot, st ky weat ne t July and August? And 
Baclocive Clect Filte emembe e shortage one ane on See ity im 
F eck, Dass etting the tailed? DONT WAIT! Now's the ‘Pre-Season’ bale 
price you can't go w A A aagee SURVEY! Cal HU 2.2250. No 
t! N biigat nt He'll ad tly ae to the umt best 

sited for your needs. Ca 








| ae se | Huy! 
‘mum ammm|ONLY 16 LEFT 4 


Reg. price $339.95 — NOW — 


169" 


Net RCA Whiripest—1 Ten 6100.66 





PAYMENTS AS LOW. 
AS °2 A WEEK 


DIAL HU 2.9950 
Get Complete Information 


MOTOR MARY BLOG PARK 5Q BOSTON. FREE PARKING 
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fo see 


if circuit has 


conditioner 


enough capacity to handle 


INSTALLATION delays 


Ss Oowr 


stars 


fo 


ri 


nits 


a 


day 














OUTSIDE SELLING is discriminatory 
like Dan Lombardi use 


SY 


have been overcome 


servicemen to do the job 


no cold canvassirg. Salesmen 
slide-rule calculator to figure 


SERVICE headaches are minimized because salesmen use a load tester 






Each of four 


a / 


since 











size unit needed 


j or 12 ampert 





Shawmut trained 


two-man teams in 
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One Way to Get Big 


(continued) 


h 
ellent 
10 
that cold canva 
too much time. No 
to sell the 
He feels that dealers 


technique may sacrihce 


poimtinent ml Wil 
unt tt 
/ | | ; 


MAG td 
Jac 


, con 


wv them exe 


of 4 


beheve 


} 10 to 
ob 
ing ure 
eflort 1 made OVE! 
_ ither 
thi 


higher unit sales and multiple sal 


phone 


usilipy 


made 
the 


which can often be through 


personal contact in prospect 


home where the ilesman 
inventor Well a el This is 
why all ph me imquire to Shaw 
mut are turned into appointment 
for outsiase ile mci 


Home Survey Sells 
The 


ile 
in the 


best room air condit 
which Shawmut | 
hands of its 
home 
le 


unit 


loner 
| 

tool laces 

outside 


at 


installation 


Wich 1S 
signed to 
of the 
location, and 
of 


demonstrating 


i free uve’ 

and 
for 
the 


through 


iisure i 


right each 


to secure conhdence pros 


pect that 


Shawmut men understand 


1ir con 

ditioning 
lirst, the salesman uses a slide 
rule-type ize calculator which 


hows the right capacity unit for a 


But, a 
prospect, the 


room of any dimensions. 


he 


< xplains to the 
the 
capable of handling the 


crease represented by 


wiring in house may be in 


load in 
an air condi 
tioner 

lo test the wiring, he plugs a 


115-volt load analyzer into an out 


let on the circuit to which the air 


Ata 


conditioner is to be added 


Shawmut's Jacobs fights price with flexibility 


gt | a f last ir, t ! te 
} ’ ; ; () id int ; ; 
be f he { swmut 
Ap} in ( if ly ' j j | nt 
ve if wa 
Ken Jacol it Shawmut has felt the pinch 
Ihe best indicator of this is the st lunbin 
ne Jan i 19 up per ent over th 
nparable month of 1956, and percent ahead tae <a 
f any January in Shawmut ix-year history) and i “ae 
hrinking net (off an average of percent since PRESIDENT Ben Jacobs (right) wheels and deals to meet discount competition, but he tries 
are aR it nn dims, tinmeeal to do it in ways that emphasize his strength and discounter’s weaknesses. 
But Jacobs declines the rying t | Instead 
he has analyzed the situation finding that there are 
nm it tain aspects favorable to his busine and 
it th ime time devising a program to combat it 
Smashing, big-line discount ad pull plenty of 
people mto the metropolitan area, but Jacob 
know that not all of them buy at the oOurce ot 
the ad Instead man me to Shawmut, wher i pted, and v little product servi f petition with many f the local discounters 
ry effort is made to secure them as regular cus hed Shawmut established a service that no Boston 
ner In contrast, Jacobs has injected flexibility int: discount house can match when, last winter, 
secondly, Jacobs reasons that large-scale di iS Operation at every opportunity Shawmut Jacobs reorganized hi ervice and delivery staff 
ounting is putting what he terms “price-cuttin, iside and outsid ilesmen work their sales at into four highly mobile two-man air conditioner 
idventurer ut of busine Price, their bi in average markup of percent, but are per delivery and installation teams with an average 
vedge, 1 me, beca more reputable stores at fectly free to sell at almost any price Their only total capacity of 16 installations per day 
meeting and bettering thew price mitation is in knowing that they receive ‘ 
Thirdly, he feels that su sful discount oper percent of the profit, with trade-in allowan Efficiency Helps 
itors hay 1 lesson to teach the indepe ndent " d in linally, Jacobs ha et out t¢t ncrea th 
n of disencumbering their businesses, cuttin, \ mn iducement to increase their volun eficiency of his « peration For ie thin h 
th erhead, and working at a proht of 15 or through ng th iser, the firm pays it rn buvs in carloads at favoral price For another 
percent, imste id of th or per ent cor OTUs for il made te ustomers who ask t he is working to hold hi ost of doing busine 
lered minimum not s ng a ed by pecih alesmen, and for i] it its present figure while preading that cost 
P t d by é out to support mor volume Heart of this drive 
An Effective Program to build volume without ballooning overhead i 
, , ul 
la has worked out an effect rat Flexible Service his placing of promotional and sale nphasis on 
for meeting di int mpetition based n th Ja ! has devel ped i flexible pol vy ot pi a t 1 number of low-sat tion | t last 
nple expedient of making Shawmut strong where crvice which enable his salesmen to offer air conditioners, high fidelit it and tape 
ci nters are weak istomers their choice of a liberal service pol ecorder: 
Pure d inting generally has the characterist r discount-level price Brand-name product Survival in the rarified atmosphere of d nt 
f dit It prices are low, but inflexible The ire advertised at price which include servi ng isn't easy for the inde p ndent But Ben 
tomer t it offer omparatively few in pol But for tomers who want only pri Jacobs is not merely surviving—he forging ahead 
uml mid } nplet in haract ar neve wt el the slue of the pe licv is ded ted hecause he ha taken th trouble t tudy his 
lowed te i K peat tom ry no mor from the advertised p his. together with mpetition; to know and 1 pect it trong points, 
ght than ‘ t No trade-ins ar t trade-in allowa brings Shawmut int ou to find and exploit its weakness 
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flick 


¢ OF the analyzer momentary 
witch, a built-in voltmeter regi 
ters the amount of voltage still 


available, with all lights 


by the cir 


ind appli 
inces served uit turned 
on 

his tells the sal 
he’s free to push a bigger-ticket one 
ton 12 
ettl 
1 guarantec 
the 


recommends 


man whether 


room cooler, or must 
74 imp It’s also 
to the prospect that 
the 
will be large enough 


imp 
for a unit 


air conditioner salesman 
to do the job, and will operate at 


its top efhciency in his home 














Shawmut ] j Vor} i on 
( WW Th pak 
r th ht on nh ce nplet 
i t Th fem | 
t t t int I esmecn 
ind manag nt alike, and has th 
idded effect of ntrolling trade 
Ice the tra in 1 considered 
part of the ile The sale man who 
allows too much on a trade. and 
thereby reduces the gross profit on 
the sale, finds his commission cut 


accordingly Shawmut’s 


avcrage 
is worked at between 


12 


ind 


outside ile 


24 percent 5 percent above 


. 
ording t Ben Jacol 
Usin ind cultivating the l 
mean idditional mon n th 
po ket ot the tore i] 
be each air conditionet i 1 
t customer who asks for him 
personally, and to a new customer 
referred by a user, the salesman get 


in extra $5 as a “radiation bonu 


Ihe same holds true for television 
$3 for a table model, $5 for a 
console) and white goods ($3 for an 
automatic washer, $5 for a re 


frigerator) 
Ben Jacobs instituted this system 


CVF 
t ! a ! nen ft it the 
Dest il¢ fect forwar ind keep 
them the ind to stimulate them 
t Kecp the ustomer contact 

ve through regular illback \ 
i result, each man has gone to great 
lengths to build his own circle of 
loyal customer 

Ot great a tance to the ile 
men is Shawmut’s alr conditions 
deliver installation and service 
program established this veat 
While in previous years the firm 
handled its own deliveries, the in 
tallation and service were sub 


ntracted to thre il ¢ ( 

i npani Th \ t nn i 
lar as ¢ t on she 
we neerned, But demand 
nounted with the mercur' 1 gap 
between sale and installation dat 
vould open and widen steadi 

binall it reached the point 


couldn't even fur 
istallation dates 


where Shawmut 


nish ipproxim ite u 


Sales were lost, ill will created 
his bottleneck hobbled Jacobs 
1956 air conditioner operation a: 
thoroughly as his failure to com 
pete with department store leader 


(Continued on page 8 


Shawmut Knows Where It Stands . . . 





SHAWMUT’S ACCOUNTING staff, Myrna Jacobs, Julius Kates, and 
berg see to it that up-to-date records are available to Ben 








ACCOUNTING CONTROLS, like the weekly break-even chart shown 


above are just one facet of the firm’s tight bookkeeping pattern 


op reason Shawmut TV & Appl mice Center iormall ” written off a ilvaged. In addition iph drawn year In is ! lé j b 
is able t KCC] it orporat head well above the dai lead sheet pr ice a check on th pel fuctuation howevet i nev faph in Hae 
vater the firm un iall tight bookk ping formance of in dual ilesmen on short notice 
ind a nting ystem. Literal it Ben Jacol 
ertips are daily, weekly, month ail soa . Break-Even Chart: Whi mple graph tel Stock Card File: Kept the secretary in 
ords, and file which help him keep a weather jacobs at a glance he many units he must se harge of conditional sale ontract th fi} 
eye on all phases of the busin Among the cach week to mect his total cost of doing busine ontains a “biography” of every piece received b 
' Is and fil which prove most useful t ind just how profit develop after the break-even Shawmut An individual card entry for each 
Sha t are these point has been attained. It also enables him t tem she the date on which shipment wa 
keep track of overhead, and gives him a basis for cepted; the brand, model number, serial num 
Daily Lead Sheet: This is a box-ruled form on etting periodic sales goals. The graph is graduated cr and stock number: Shawmut's cost: the dat 
uch rvice manager Joe Jacobs enters every ertically in dollars, and horizontally in units (at 1 which the selling pri was determined: th 
id that ea day produces, whether walk-ins « in average gross proht per unit). On it are two ame of the purchaser. and the date sold On 
tside sale : Entries include dat nam line a cost line and a sales line. The cost lin time sale the ir] charges out the item on it 
id ind telephone number of prospect; model tarts at the point of fixed overhead (the amount tock card as soon as sh informed that credit 
rial and stock numbers of the product in which t ts Shawmut to open its door and rises on 1s been passed Dhen she free to execute th 
’ iterested of the lead; salesman hand the ba of semi-fixed charges and variable ex nditional sale outract The stock wd fil 
| t; and ark Sales that fail to jell are penses im relation to in isin ale The sale invaluable in ventorvin i+ back-checkin 
t lint Kemark olumn as N.G. At the line necessarily starts at zer As it rise th ile ind a ide to buvin 
end of the day, Jacol tudies the lead sheet, and gap between it and th t line narrow inti] 
di each N&A itt with the 1iesman in the two intersect Thi the Car en point N. G. File Credit rejection ! pis ed hes 
lved. The f A da Ihere must be a tim the number of units at t average proht per unit kept for a year. Jacobs and his salesmen use the 
Apse th I pect d it f he bein vhich Shawmut must et meet it total hile to cliunmate bad calls from on rejected pro 
d Ja ) telephon each lost istome Kpense each week At any p nt below the ect vith try try again philo oph Sometime 
ind ik na deal miilar t 1 Dit bette break-even pe nt. th distance between the ost t ippeal vith a co-signer or idditional 
than th ne th alesman made the day before and sales lin h t net | at any point roof th bility to pa ind Jacobs finds it 
\ " it. a t pe it of i] that would ibove it how the t yront Cx j t tt fer to the orginal ion 
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He Gave Up 
Appliances 
For Kitchens 


SEVEN BLACK BOOKS like the one he’s holding are Smith's lead files for 


areas he covers. He follows up on each swing through his territory 





72-year-old Fred Smith of Nashua, N. H., still sells appliances, of course, but only as parts of a kitchen. He 
figures that 14 hours a day is not too much time to spend on a business with good profits, few expenses or 


service headaches, and no price cutting 


VRE ’ 1] in Mir. Smith sifts t 
4 fat { in ile { i't { 7 either equippe t f Dodge rep t lookin for 


I t f heck th t it th 
t t t t { t it i | by-40-mil KK n 
j t tch i i t north f{ n > hua in ad t 
hh ' TT t | ' ' j | 
Viol t that | . ic { 
itt I tad i i lI tl | t th Y 
lin iStallin pothin t \ smith made t { / M ) th Kurt 
mplete kitchen \n almost total absen md oth quall happ discover! t i ps th heckmarked nitric Sh 
mpetition { ittin t kitchen busin began to lool tt ich lead into n r s 1 i 
ellent profit tuation bott nd bett to him, became mo mad me Oh mall loose-leaf binders into which 
iting expen il untcnan of not proht bl unt toda ly nulidn ¢ \I Smith has divided his territos Ther 
aun rth ! t 1 na hi ad pla tf the tanciest j mad ch 1] ip] Laconia book vhich take ill lead 
low Crvi cl mad, tar from Orlum m th vhole damn. stat is Laconia area, a Concord book 1 Man 
t | t j nol t | ind n 
Constant Leads Necessary , 
\s each new house report takes its pla 
TT f i kitchen Sin nobo valk n oft the street an 1 an area book, Mrs. Kurto adds the own 
th shut competition almost entirely out 1 complete kitchen, and since next to-be to Smith Kitchen Center mailin 
busin lif lic f Kl peopl wt t wobody bi 1 than o moa hftetin t. Pi ire mailed immediately to tho 
tdi Dut act j { place thes the Smith Kitchen Cent equil i constant ing in the vicinity of Nashua Mailings t 
t in him as a specialist. He learned flow of new leads to keep it solvent. Smit prospects in mor listant towns are hel 
it sul eldom pri hop the man , ust such a uirce in the Dodge Con ntil a few davs before Mr. Smith plan 1 
alize that n th ontrary, thev’s truction New Bulletin | \W Dodg« ving through the irea, then sent 
ite ready to pay for his ability and exp Corp laily construction report. Published On the back of the notebook page devote 
ie, mm addition to hi roduct nationally by r is, the bulletin lists arch to each lead, Mrs. Kurto notes the date of 
1] discovered that h uld asl TT tect, cl ’ mnitract vn location an th nailing and ¢t pe of piece sent Ih 
t full list ! il on st ol nstruct YT t ‘ I} both in th timing of the m 
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First Mail; Then Smith 


| t smith Kitchen Cen t 
t I jua i if \ ey 
tt t | tt it 
1 tl rld—a woman wh 
we feal Seal Price Comes Last 
f talkin ibout it W hic bred Smuitl cll | ’ 
py to pay a 5 percent com oman langue \t t nin 
vhi tou | Payvin ununportant; he won't talk it. Instead 
his book, a lot ' 1 siren sal mg of modern mans t 
tting up and maimtain ure to appreciate modern woman \n 
tchen in the area in women ha been kicked around sim 
th nl ilesmen | 0, and it ibout time they got a litt 
Lh rd of one of them onsideration Kn how man t 
her kitchen is worth mor ou take in uur kitchen a year bout fou 
med ili tall Women millon I can make vou a kitchen that 
nd more than on ctail ut out three million of those tep: that 
busted ro brid ve you three-quarters of your total motion 
that ll do away with 60 percent of vou 
Continued on page 


—_ 


WHEN HE GETS o prospect in his store, dealer Smith makes a big point of TENTATIVE orders are secured in the comparative privacy of the display 
emphasizing the special convenience features in the St. Charles line kitchen’s breakfast nook. Here Smith gets an idea of what the prospect want: 


INSTALLATIONS are ordinarily handled by Smith’s contractor sons, but he ONLY SALESMEN in Smith's 125-by-40 mile territory are past customers who 


always makes a mid-point checkup to see that things are as specified use their kitchens as showrooms and earn five percent commission on sales 
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Even though electric ranges have progressed all the way from 
surface units with simple three-heat controls to the infinite 
controls and innumerable gadgets of today, servicing is still 


99 percent electrical—and requires expert electrical knowledge 


N which one of the three basi kills re 
quired of an apphance serviceman have 


you the most comprehe nsive traming of 


Refrigeration? Mechanics? Elec 


CX PCTiCnce F 


trical science? In any field, when one’s job 
demands of him several kinds of such funda 
mental knowledge he ure to excel in one 


So if it happens that you are more adept it 
this i 


for range repairing is 99 per cent ele 


solving electrical problem where you 
shine 
trical work 

But even you who understood Ohm's law 
before you were old enough to realize the 
Liaw of ia ify had been enacted don't be ith 


too much of a hurry to breeze through thi 
installment 
Instead, every hould take tim 


cnough now to get out the back issue of Ee 


reader 


rRIcAL MerRCHANDISING wherein the preced 


1 yp ired (Re 


) and revicw 


ing imstallment of thi CTE 
painng electric Dryers, Mar 
its uncaptioned introduction. If you can’t 


find your ¢ py of that issue be , of borrow 


one 

Now, if you have assimilated that exhorta 
lion on safety, let get on with the range 
iepainng story proper 

lor the benefit of those who are not ele 


trical wizards, we'll administer the treatment 


of range designs im easy-to-swallow doses b 
ution 
in xlel had 


control circuits; 


mon the ev 
of that Ipphanc for the earher 
clativel 


pre enting next a discuss 
imple those of 


today are somewhat more 


omplex 
Designs—-Old and New 


Kven for one with but a 
clect il 


mattering of 


principle the wiring design of 


58 


terda clectric range 1 
nderstand ce | ig | Ihe 
nsisting of two 115-volt elements of equal 
controlled by 115-volt three 
which delivered full line volt 
for high heat, full line 
voltage to one element for medium heat, and 
half line voltage (by seri onnection through 
both element for low heat. ‘That type of 
vitch was later supe: eded by the 230-volt 
load-balancing switch (see Fig. 1-A 

A few manufacturers 
two-heat 
the two 115-volt element VOTE ceri con 


nected in both 


quite casy to 


urface unit 


ittage were 
heat switch 


we to both element 


yroduced ranges with 
| 


witches (high and low whereby 


witch position 10 volt 
being used for high heat, 115 volts for low 


Alarm Clocks and Knife Switches 


Oven and broiler units also were controlled 


by multiheat 


witche imilar to those used 


with surface units, in the earlier models. In 


iddition to such switches and an oven tem 
perature control, a clock was available as an 


optional accessory for starting the oven auto 
matically at a predetermined time, Onc type 
vas a high-grade spring-motored alarm model 
unple gong covered the back of the 
lock. Onto it 


; 
htted an extension lever which, when un 


ufhicient force and travel t 


vhose 


ilarm pring winding key wa 


vinding had 


throw i tout switch 


Thus, 


pointed tin the bell pe iled it 


wham! 


pring-loaded knife 
ibout four inches to it 

it the ap 
really did 
ind the 


trap force 


On position 


then a moment later 
switch was driven home with bear 
his positive assurance that the 
ven was off to a good start was like the slam 


ming of an unweatherst ipped jalopy door, for 


JUNE, 





EDITOR’S NOTE: Preceding articles in this series were How 
to Get Started (Oct. ‘56), Repairing Conventional Washers 
(Nov.), Repairing Automatic Washers (Feb. ‘57), Repairing 
Rotary lroners (March), and Repairing Electric Clothes Dryers 
(May). Tear sheet copies of this and preceding articles are 
available on request so long as the supply lasts. Write Editor, 
Electrical Merchandising, 330 West 42nd St., N. Y. 36, N. Y. 


6. Repairing 


By P. T. BROCKWELL, Jr. 


there were no noise dampers in Grandma 
range. By the time the oven unit coils were 
glowing, the alarm bell would peter out with 
i feeble tinkl 

Such fanfare imposed no hardship on the 
ibsent 
tarter was used 


family, for obviously they would be 
when the 
Some 


witch to control the oven, in which case the 


iutomatic oven 


manufacturers have used a relay 


timer and the temperature control act upon 
the relay circuit instead of that which feed 
the oven units (see Fig. 2 For some of 
these manufacturers, though, the oven relay 
was but a chapter in the history of their 
ranges, for several have since discarded it in 
favor of direct control. If this reads as though 
ve've slipped backward a few decades, beat 
in mind that the bells and _ the 
witch are no longer with u 
Surface units and their controlling switches 
have undergone considerable change through 
the years. With the introduction of a unit 
consisting of two 230-volt elements of equal] 
wattage, 


bear-trap 


five-heat control was featured on 
many models (see Fig. 3) 

Some manufacturers have used surface units 
elements 
of different wattages as well as different volt 
iges. With various combinations of this kind, 
even-hert 


consisting of two (sometimes three) 


urface unit control was featured 


How Infinite Control Works 


Moreove a 


with a type of infinite-control 


everal makes have appeared 
witching sys 
tem. ‘This type of switch is used in conjunc 
tion with a single-clement surface unit, re- 
quiring only two wires to serve it (instead of 


three). Heat intensity 


varied by the user 
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FIG. 1. Wiring diagram of an early-model range. The 
left-front surface unit switch in this sketch is posi- 
tioned for high heat, the left-rear for medium, the 
right-rear for low. The rest of the switches are turned 


off. Both the elements and the switches shown here 
are the 115-volt type. Note the ‘staggered’ method 
of connecting the switches’ supply terminals to the 


buses. 


Electric Ranges 


through the control dial which, when moved 
to a higher temperature, shifts an interruptor 
switch away from a constant-speed rotating 
cam to reduce the duration of each periodic 
interruption in current flow to the unit. 
When the dial is turned to a lower tempera 
ture, the interruptor is shifted toward the 
rotating cam to prolong each periodic inter 
ruption. On full heat, current flows uninter 
ruptedly. Thus, an infinite variety of tempera 
tures are available between the high and low 
extremes. 

Such switches are usually built into banks 
or Clusters with one motor to drive a common 
cam shaft. The assembly is so wired that the 
motor will start when any switch is turned on 
and will not stop until every switch had been 
shut off (see Fig. 4). 

A thermostatically controlled surface unit 
will be found on some ranges. With this 
type the user may select an exact temperature 
with the assurance that it will be maintained 
throughout the cooking operation. 

Deep-well cookers, with an insulated jacket 
and an incredibly low-wattage low heat (about 
100 watts) for simulated “‘fireless’” cooker 
use, were available as an optional accessory 
for many of the earlier models. When the 
range was so equipped, the customer had to 





units comprising two 230-volt elements. 


sacrifice one surface unit. Later models, how 
ever, feature a dual purpose cooker unit which 
may be readily raised and locked flush with 
the cooking top by the user. Both a pressure 
cooker and a standard pot are available for 
these. 

If the cooking top assembly has undergone 
considerable change over the years, the oven 
has, indeed, kept pace. In addition to the 
high efficiency modern thermostat, some 
makes have another temperature control 
with a flexible lead and tip within the oven 
which may be injected into the meat to shut 
the oven off immediately the roast is thor 
oughly cooked. Some models also feature 
rotary broiling. 

lime control is no longer limited to the 
oven. In most makes the timer may be 
switched from the oven to a surface unit, to 
the cooker, or to a convenience outlet on the 
backsplasher. 

Miscellaneous accessories, such as minute 
timers and panel and oven lights, are supplied 
with virtually all modern ranges, but these 
items are so simple in Operation they warrant 
no discussion here. 

We said at the beginning that range re 
pairing is 99 percent electrical work. The 
other one percent? That's the servicing of 


(Continued on page 94) 


FIG. 3. The five heating positions afforded by one type of five-heat-switch wiring scheme using surface 




































FIG. 1-A. Load-balancing switches. This diagram 
shows a somewhat later type of switch which 
was also used with 115-volt elements. Instead of 
the ‘‘staggered” method of connecting, as shown 
in Fig. 1, these switches are connected to all 
three poles of the supply circuit. The left-front 
switch is positioned for high heat, the rear for 
medium, and the right-front for low. 


FIG. 2. Simplified diagram of an early-model 
oven relay. 


FIG. 4. The fundamentals of one type of infinite- 
control switch. When turned a little in the direc- 
tion of the arrow, the control cam will close the 
interruptor switch and all three contacts on the 
control switch simultaneously thereby energizing 
both the motor and the surface unit. Then, with 
the motor running, the interruptor cam will re 
volve and open the interruptor switch once dur- 
ing each revolution on all but the highest heat. 
The duration of each interruption (and hence the 
temperature of the unit) will depend upon the 
position of the control cam. When the control 
cam is turned to its highest point, however, cur- 
rent will flow uninterrupted, for the interruptor 
switch will be out of reach of its cam 
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SELLING TAPE RECORDERS —? 


= P - - 

EDITOR’S NOTE: The first in this series of four articles (EM May, 1957) dis 
sssed the specialty selling techniques utilized by a discount house. Subsequent 
icles will describe the tape recorder selling methods of a high fidelity 


specialist and a camera store 


CREDIT 1S THIS DEALER'S 
BEST TOOL 


Bernie Hoffman’s Standard TV stores sell 





about 150 tape recorders a year—primarily 


because he’s ready to close time sales over 





the telephone 





By BILL McGUIRE 
SALE 


S$ WEAPONS for Bernie Hoffman are the product itself-tape recorders—-a telephone 


wspap id mat and redit contract 


VASIT | | i | t j t j i il i) 
A \ 1 | blot ion ! uch the deal t t ng ft Vin | mcnt 
whan pare In oh tw iv cictat But it does mean that i] of stashing a few dollar It i nice little cushi 11 

Standard ‘Vele ion ¢ tore ‘ ost lit su ha x worked t veck into a_ bank iccount i Hoffman G51 me eithe ng 
mn Oui Ma thy ther 15 make vard the t | t mterest in vatchin t row vith ivonIzin r margin oO i bit more t pl 
iwayv in Brockton. Hlofftiman is me ird to | nodel and sellin lowne the put this money int vith dependin on how I ha pel 
nly writing about OUU a yea ) ( tii payment for merchandi to want to u it 

orde! ile } percent ofrat on thie in see and use while buyin 


Credit Helps Sell Up ; , Credit Brings Repeat Business 
edit Phat im averag of | Lhev'd rather ive it the finat 


! 
units at an average price of | Savs Hloffman, “Il can shift a man ompan than the bank, in pit Indirectly, his large redit vol 

Although the Brockton branch vho wants to buy on credit from of the extra expense ume increases Lloffman profit b 

ist a vear old, the two outlet the line he has in mind to one in Selling on credit to this grou making repeaters out of a r mm 
loa combined volume of $300,000 vhich ther happen to be a big creases Standard ‘Television Cor centage of hi istomer Credit 
vith television and white ood inarkup I can 1 him up from in profit both directly and 3 habit-formin iT | When 

urving most of the mail but with 149 4 ra to a $189 job, b hrectl Lhe firm put hundre ustomel ontract ! t 
fipe rm ordet yning on like Na iuse | in talk in terms of | of tire payment contracts throug lose. it’s not hard t ) nt 
tive Dance than an additional dollar a weeh ingle ommercial finance on other big-ticket I] 

Bernice Tlothman | ! iwstead of +) And I don’t ha inv each vear, according to Loft vA edit as In ufc ft Thal 

rdet icredit It puts us in th to chop 40 percent off my list to 1 man. In eftect, it’s retailing credit is necessiti like tan le 
driver cat he i nves us a the ile Ih uy who pu hie i for the finance company, much t new TV set, a lar t t 
huge market to draw from ina handful of cash at you expects you 1 it retails merchandise f ic hie rome, to take that ut £ 
builds our profit per unit to load | oth hand with ng ts distributor In credit. as in Standard lL eclevisior t 

When a redit prospect ent discount, { e from now ‘til hance volume has its reward edit inten Ih 
thie { hy ituall nternn then, an rth une for h kach time Standard puts a xceptionalh hear 
miniatu elk narket, THloffman friend tract through the finance compan hedule pla . mM mn 
bela Ihe whip hand as th Hottm fin th dit market Iloffman reveals, it’s credited wit t0,000 in the two } UV | 
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NEW S74sov FREEZER 












Full 355 |b. capacity 


You can sell 





ONLY 24” WIDE 


atheeant Fi? 


21 cu. ft. of refrigerator-freezer 
capacity — Retailing for less than $500! 


Match the GUF-11 Freezer with the G-100C Refrigerator and 


of most refrigerator 







Go Independent... 


UNDEE 


for 7250 








> we 


This sensational low price will bring ‘em in on the run 
Who? Every customer in your area who ever thought 
about owning a freezer! And once in your store 


they're easily sold on the great value built into this 


new Gibson GUF-11 


Full 335-1b. food capacity 


10-plus cu. ft. 


New Freez-Flo System 


-continuous flow from top to bottom and through 


every sheif—faster, more efficient freezing 


3-Year Food Protection Plan 


5-Year Warranty 
(45 Door Racks 


21 CU. FT. CAPACITY 

















Giason 





Oiviseion oF 
CORPORATION 








FACTORY SPECIFICATION PARTS 
cut call-backs...protect your service reputation 


There’s a big difference between “off-brand”’ parts that 


cause costly call-backs and Factory Specification Parts 
that fit right and work right with one eall. And that 


difference is measured in your profit or loss. 


Here’s why. All Factory Specification Parts are designed 
and engineered especially for RCA WHIRLPOOL appliances. 
They are made to exacting specifications and tolerances. 


Their quality is rigidly controlled throughout production, 


Whatever the service job, if it’s an RCA WHIRLPOOL 


appliance, be right the first call by installing Factory 
Specification Part Others may seem the same but 


* Tmk 


they can’t provide the same dependable, low cost service. 
Contact your RCA WHIRLPOOL distributor or A.P.J.A. parts 
jobber now. There can be no substitute for quality... and 
there can be no substitute for a Factory Specification Part. 


IFSP, 


Jj 


y Specification Parts for 


o) Whintpoot APPLIANCES 


tr 
[ 7 


Service Division, WHIRLPOOL CORPORATION : St. Joseph, Michigan 
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DEMONSTRATIONS are a must in Scotty Allen’s Biloxi, Mississippi, appliance store but before the RECEPTION, in an area where transmitters are often located 


average sale has been concluded the prospect for a color TV set must usually be presold on the miles from his home can be improved by installation of < 

way in which manually operated rotor antenna 

In an area where the television prospect is often remote from ell coor EV, Scotty Alen si, out 
¥ early attempt fell flat before the antenna 

the signal source, Scotty Allen, of Biloxi, Miss., has found that came along. Prior to that time, of course, 


. . ° ° t as possible for the cust ‘+ to | ‘ 
the solving of reception problems goes hand-in-hand with . . . a ea ee 
electrically powered mast antenna of 40 to 
+5 feet, which would get a reasonably good 


ignal. However, we soon found that the 


eS highly corrosive nature of the Gulf Coast 

A 4 f T itmosphere, with humidity well above 85 
‘0 a e percent throughout most of the year, was 

slow death for the average electric motor 

mounted on a I'V antenna. So, we decided 


it was time to develop a manual system 
that was complet ly free from the problems 


of shorts, dielectric corrosion building up on 
electrical circuits, and which would provide 
hairline adjustment for the best possible 
pictur 

Now, Allen offers his color ‘TN prospect 
1 full 45 foot antenna, operated by a track 


ind cog mechanism, for $49.50 ubstan 


tially che pel than the powell model ind 


HieNEVER Scotty Allen, appliance situation for more than a year while his new rauranteed to remain. serviceable Made 
Wz iler in Biloxi, Mississippi, suggests store was being built As assets, he tabu from cast metal. the antenna control con 
that a black and white television lated the fact that the Biloxi trading area ists of a helical pattern gear mounted at 
| pect buy color instead, the reaction is has grown to something like 40,000 persons the base of the antenna mast and rotated 
likely to be a stare of amusement extending 50 miles either way down the by a knob which likewise moves a pointe 
[he usual prospect thinks we have lost Mississippi Gulf Coast. Counting off the needle along a channel scale to simplify 
mind iys Allen, who with his father type of customer most likely to be inter ecking out the station. The antenna con 
L.. E. Allen, Sr., operates two appliance store ested in color television, Allen felt encour trols can be mounted on any window sill 
n the Gulf Coast resort city. “Their come iged. ‘There are many retired couples in any wall, etc., in the house, and does away 
k is that being located at least 60 mile the better-income grouping who maintain once and for all with picture reception 
from broadcasting transmitters in one dire year-around homes on the coast and more problems 
tion and 90 in the other, it is difficult enough living inland. Not an inconsiderable factor 
to get a good black and white picture, let is the presence of nearby Kessler Air Force Week-End Trials 
i e color. It’s a challenge we like to meet Base, one of the military’s largest school Allen Appliance ; offer in across-the 
its the reason we are selling color TV installations where. there are usually several board, three-day home (rial on all of it 
finite fringe-area market.” thousand officers assigned, in an income television equipment, usually over the weeh . 
ir from its two store Allen Appli bracket which allows for color TV buying ends when the whole family gets an oppor 
Id its color ‘TV quota by 4 Lastly, Allen Appliance could count upon tunity to enjoy the set itself, the store ha 
times, and for 1956 there was a healthy a most unusual engineering aid, which i i lightweight, portable ma ual antenna, 
percent increase. Next year, with 1957 mod the real crux of the store’s merchandising which does a double selling job in putting 
els lending a bit of upport with many a LICCE and the element which ha per both itself and the set attached over with 
ncements, the Allen stores expect to sel mitted Allen Appliances to sell a prospect the prospect Surprisingly, although the 
is many lor sets as do dealers in New up from $200 black and white sets to $550 siloxi dealer would cheerfully offer the same 
- Orleans, Louisiana, 90 miles to the west color sets easily. ‘That “‘gimmick” is a manu ort of home demonstration with color ‘T'V 
id Mob Alabama, 60 miles to the east illy-rotated, precision-accurate antenna which there have been very few request for thi 
permit the fringe-area color-IlV owner to ort of trial. The reason, unique stionably, is 
A Tailor-Made Market bring | harp, strong signal from either imply the exhaustive, effective selling job 
ming im a iar] ng gnal m ] a 
Scotty Allen did t rush blindly inte of two distant local station which is done inside the store whenever any 
'V notion. Instead, he assessed the We had to have something like this to prospect of a color ‘IV sale is in sight 


(Continued on page 10 
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Beware the “BAD” 


it’s not the check itself that’s bad; it’s the guy who tries to pass it after he steals it and forges the 
signature. Over 30,000 were passed this way last year—almost all of them to unsuspecting retailers 
FUNtii t 1OV STRANGER: Well, | 
| | t t Phat t ¢a t nt 
{ { H{ irlic Jo 
f i t YOU: M I 
Te npani 115 klm St Ih Id 
| 1. | the most com holm hat h 
; So Easy to Steal . id | ea , 
tthe | secret § © wal 
\ct t] ne ft STRANGER: UII 
f f identification which cannot | YO S nust 
Lett nay be wort Pete G t | 
' t them S t 
t t iw th heck » elm. ‘That must be ] 
' frequent ' treet { . 
4 ' Man ’ a i ers have te ther street 
the t | Secret Servi th used on! STRANGER: I thin | | 
I ast { t lov t ted lentification i it lived t there very | 
t th n illet | th tim k th S/ 
t { \ th l I | in) h ht to the heck ‘ ba 
{ p f i en] | | int ish. ‘Tell } Yh 
{ tota | ft nent t ! t nin t t t ofh I \ \\ 
cht i ' | th t 1CCh ill lon t vart of the t t t the \ \\ \ 
nents | , f ; ked m to him. Secret S« © file ontai non take the check with vou \ \ 
fron ubsidi to farm et Ih lt i n ia i] i of | ir-old be who ha id call the police. You'll be don ‘ 
| the most part th ' modest la that t vear Se t Ser ished stolen checks plainly mark 1 favor for other merchants in you 
} It only natural that mor wents had t tin a total of som ()| \o SUIVIVO!I In mmnmunit is well as for yourself 
id more people tend t shy thre OOO hou f time worl 3. If vou don’t know what a gov 
th merchant th th t th th iivalent of 44 agent king If the check rept nts at iment check looks like make it a t 
nal time | 1 SO, a icklo tit hoa cial securit t nt to find out toda Your I 
Most ay " | r ulate On unterfeitin xl idea to ask: ““Where did \ inker will help you. Sounds like a ! 
{ yynocat , f is th prim i tf th I ul heck last month \ ly warning? A New York grocer } 
Ra ae ea Tar Lome © lay it is { or indefinite response ma nce cashed a negative photostat 
nid at |} 1) | nment } var unst cashing th ofa ) ment chech \1 
. hows that th t ( ly } Ihe best possil cedure \rmy deserter bought a book of 
k that " | ! it th » t Ser t han t ik heck th aim t 
rath ha And th But Am trang lent I it j t | » th i r the ! C 
r in ly | It ha t i kn 1 It adds that tent ‘““Ouartermast Ban 
ech ued | { t that t of th fe “Te t U.S. Am it the ¢ f ea - 
{ i Stat 1} ) t if t t t 
t i t t t I ite t tom i it | cm 1 tl { 
f | " " | t , equate 1 t + th t 
{ 7 Ih t f th Si t ind f \ 
S a S S A I 
How to Protect Yourself hon Cc} 
tS \\ ’ t tect YO! ( ) B Not rp t 
] | t! \ | I 
e 
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Get set for sales! 





Use Tide’s automatic-washer film 





to create traffic... build prospect lists! 


A Product of Procter & Gamble 














Dealers everywhere are reporting they sell more home-laundry equip 
ment faster and easier when their promotions include a showing of 'Tide’s 
new 15-minute color movie, “‘A Washday Picnic.’’ And that’s logical; the 
home-laundry equipment you sell is the star of “A Washday Picnic” 
Tide isn’t mentioned even once throughout the film). In fact, this film 
was specially designed to both stimulate interest in automatics and 


instruct audiences on correct home-laundry procedures 

Over 3'% million people have already seen ““A Washday Picnic’’—at 
special showings at their local appliance dealers’, at schools, and on tele 
vision. The story of how the Parker family cleans house in a jiffy when 
the boss comes on an unexpected visit is interesting and good fun, as well 


good “‘sell’”’ for you! And it’s yours to show for the postage alone! ORDER TIDE’S AUTOMATIC-WASHER FILM TODAY! 


Your next promotion should definitely include a showing of ‘A Washday Modern Talking Picture Service, Inc. 


°° TT was 3 East 54 Street, New York 22, N. Y. 
Picnic.’’ Use the coupon at right to get additional details and arrange a pe Porte 
Please send me additional information on ‘‘A Washday Picnic,"’ a 15-minute 
booking of the film. 16mm sound film in full color. I understand that I may obtain the use of 


the film for the coat of the postage alone 


Your Name 
Firm Name 
* more women use Tide than any other washday product Address 


City Lom State 


¢ the makers of 25 automatics pack Tide in their machines 





YOU CAN BE SURE...1F ITS 
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go Calypso 


BRINGS YOU THE MOST EXCITING, 


COMPLETE FAN PROMOTION IN HISTORY! 
. . Ps As . y 
























i D 





TIE IN WITH THE “HOT MUSIC NETWORK” — we're 

running catchy fan commercials to a Calypso beat 
Go Calypso ... timed to help your customers beat the heat . . . 

saturating all major fan markets day after day 


. 
on Radio when it’s hot. Your musical Caly pso-style lead-ins 
eee . 


for local tie-in announcements are ready and waiting. 





TIE IN TO BENEFIT FROM THE WEST'NGHOUSE “STUDIO 


Go Calypso ONE” FAN COMMERCIALS— nine consecutive weeks of 


em... reaching 20 million people a week . . . 


on T V during peak selling months! You, too, can tie in 
eee 


on your local TV station! 





TIE IN WITH THE COLORFUL WESTINGHOUSE FAN 
PROMOTION AIDS—that identify you as “The dealer 
of Westinghouse Fans” Calypso-style ! Get the 

Go Calypso two new permanent fan display stands that make 
demonstrations and sales a breeze. And use the 
FREE eye-catching Window Banner and 


. 
in your Store eee Newspaper mats to tie in your store to hot 


weather selling! 





roan the dale ¢ 
GO FOR THE BIG DOUGH—GO CALYPSO ... SEE YOUR FAN DISTRIBUTOR TODAY! Westinghouse here | 


Westinghouse 
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HOW TO MAKE MONEY 





Having merchandise on hand 
of Leyman Electri biggest 
ols; knowing hat it t 


Right in the 


ind particularh befor in 

k-bottom” prices are given, th 
Kardex get The 
ird shows how many units are in 
tock and what wa 
\ rough 


nventory price 


1 quich heck 


paid for them 
) percent is added to the 
depending on just 
bre ik 


Because his store i 


how the price 
well outside 
ic usual foot traffic in 


ton busine district 


funting 
Houghton 
never all cluttered up with “just 
oker nstead get 1 compara 
tively steady stream of people at 


which allow full sales ef 


| 


nterval 
ort to be emplo 
Trade-ins at No Value 


LJoughton 


1K 1 pront 


hgure hi price to 
vithout a_ trade-in 
ind inventoru ill traded-in met 
handise at no valu In the usual 
( iv for a refrigerator, Leyman 
through the form if 


king about the trade-in, gettin 


Opi ") 
} r 


ondition and 


ut it not reall 


im pe rtant t 

ht n this on | 
When the unit mn in, it 
tacked on th de until the se 


department can get a look at it 
I hie junk l junked ind l piven 
iway for the hauling charge rh 
issable unit vill often get a coat 


. ’ 
f paint. light bulbs 1 placed re 


rular crvi CTCW cloe the ma 


onditioning chore auring slack 


make sure it work ind will 
ntinue to do so. ‘This is nece 
irv because Levman guarantee 
used merchandise for 1x 
nonth for either ish or a i 
vhatever Leyman 
i lectri ollects for the used mer 
iandise 1s gray ince the original 
deal left a proht ind the firm ha 


] 


Il om odd-time ( 


vice it 
hour or two of hoolbov he Ip ind 


hour 


perhaps half an f painter 
time in the unit 


Levman Electr is a white good 
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till l ithe 


juipment [ten many dealer 


lassify as white goods—water heat 


I ofteners and iron filters—are 


old by the 


] 
1 ry oO t + 
Pp! Imbing depar mien 


which one way Houghton keep 
h three department omewher 


However, the 
firm does handle two major lines of 
!'V—RCA and Westinghouse—and 


full selection of radio 


near even in proht 


TV May Go 


I'\ l on trial it Ley 
tric this year If ther 


550-400 set th 


man Elec 
don’t move 
might quit if, 
Houghton says. ‘They 
ets last Christmas, but have been 
unable to make the TV volume 
ettle down to st Radio 
went ver vell though, and 
Houghton i 
Chis i 


sold some 


idine: 


happy with them 


nother ippliance that he 


idvertises under $20 and sells at 
over $35, though he does have th 
low price items on hand. In fact, 
rather ruefully, he points to quite 


i number of the low-price models 
he'd just as soon sell 
Lhe Ls Mian | I tric 
partment doesn’t bother with TV 
SETVICE farmed out 


ct-up I Vibian 


i 


ervice de- 


in luding 


deliver ind un 


packs the set, put t where it 
inted and piu t in to see if it 
vorks, then forgets about it. They 

then notify a loca eman, who 


heck thi et ind 
ceded 
harge If, after 


Pot Wrong Lev 


makes ami\ 
flat $3.50 


omething 


call-back it a 
et up 
man’s absorbs 
the cost of one more call, pe hay 
two “We're big heroe on TV 
CTVICE Houghton 1 ‘At 
i call. we won't get hurt 


warranty part 


Most f the Leyman Electr 
bought in car 


load In his biggest line West 


inghous¢ he i} has the “4 ll-in 
rival ol ne or tv t 
time at th i aid price ‘ thin 
! 1 1 i] ore il 
hittin th 1 surroun 


¢ on promotion but goes heavier 
it the high end. He buy ill the 
leals’”’ offered 
these units to sell, but really con 
tep-up model Wi 


can’t get awav with just on 


ind has enough of 


entrates on 


two of any ‘specials’,” he sat 
We hay to take just a small 
profit on the idvertised item 
We'd never make out selling what 


Ind napoli 


watch on 
narkets through 


ind l’ort W vin 
the newspaper advertising help 
Houghton buv. When a price deal 


‘Continued on page 





MERCHANDISING 


Flexible modular units by 2% [a 


eG totally new concept for expanding your business 





‘ 
4 


BT ee 
, a. | ae 








| | pre-built, pre-finished cabinets for 
customizing HI-Fl, TV...dozens of other uses! w @® | i) = “a | 
ele 2 WAT ele 





A new high-profit line of modular hardwood cabinets that can 
build ordinary appliance sales into big packaged money-maker 





Luxuriously finished and designed with 2-side utility, they fur 
nish, divide and provide needed storage space. Any or all of the 
15 basic units can be used individually or grouped. This flexi 
bility lets you tie in WONDERWALL with every appliance, radio 
phonograph and ‘TV you sell, plus brings repeat business from 
customers who may add more units later on. Thus you get extra 
profit on a high mark-up item over and over again 


Distributorships still available in a few good territories 


Write taday for full color 
catalog with detail 1-XL Furniture Co. 67 W. Division St., Chicago 10, Ill 


drawings Gentiemen: Viease send me ¢ ymplete deta price | 
' 


catalog 51100 
My Busine i 
My Narme 
Street 


TT 
"A City State 





0 « 
Lita 114 





THE 1-XL FURNITURE COMPANY, INC. General Sales Office: 67 W. Division St, Chicago 10, INI 











In Philadelphia, buying begins at home 





The Bulletin OCS home...delivers more copies to more families 
every seven days in Greater Philadelphia than any other newspaper 


Room air conditioners are only one of the many home The Bulletin exerts a powerful influence on the buying 


applianees for which the people of Greater Philadelphia spend habits of its readers. Philadelphians like The Bulletin. They 


$276.231.000 annually. The way to reach these people is buy it. read it, trust it and respond to the advertising in it. 


through the advertising columns of Philadelphia's home news- The Bulletin is Philadelphia’s home newspaper. 


praprer Phe l Veniing and Sunday Bulletin. You can vive your tdvertising Offices Philadelphia th and Market Streets * New York 312 Madison 


advertising the added impact of R.O.P. spot and full COLOR aE © See Say STePee eeeermee sone 


Representatives: Sawyer Ferguson Walker Company in Detroit + At 
Angeles * San Francisco * Seattle 


lanta * Lo 
’ 
evening and Sunday—seven days a week 


In Philadelphia n ‘arly everybody reads The Bulletin 
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OR EASY AS PIE 





DELIVERIES COST LESS WITH STUDEBAKER TRANSTARS 





SIX WAYS BETTER THAN 
THE NEXT BEST TRUCK 


1 Better Economy —long life, low opera 
tion costs, easy maintenance for more 
profit per mile 


2 Bigger Payloads trucking’s widest 
clear floor pickup box high 
pay-load-to-weight design in all 
models 

3 Greater Safety enclosed safety door 
step, safety dash pad Optional 

I'win-Traction Drive & Automatic 


Hill Holder 


4 Easier Control —cross link variable 
ratio steering, better braking for 
safer, faster runs 

5 Smoother Ride —two-stage springs 
hydraulic shock absorbers standard 
equipment on light-duty models 

6 Better Deal from break-in to trade 


in, starting with low, low prices! 


LET YOUR STUDEBAKER DEALER 
PROVE IT TO YOU NOW! 











Owners in all phases of trucking 
have discovered they earn more... 
save more... when they’re oper 
ating Studebaker Transtars 

Only Studebaker Transtars offer 
such features as: the widest clear 


floor space in pickups, cargo decks 


Transtar ‘2-ton Pickup with exclusive 
Twin Traction. Might ‘Transtar power 
and performance choices cover every 
trucking job from multi-stop de 
livery to cross-country hauling 
Super-saving Sixes start at 92 hp 
brawny V-&'s goall the way to 192 hp 


7\4 feet wide on stakes 1-ton and 
up, and unique Twin Traction. 
No matter what your trucking 
needs— !4-ton pickup thru 2-ton 
H.D. Transtar models— you'll save 
when you buy, while you operate, 


and when you trade a ‘Transtar, 





| )\Studebaker-Packard 


CORPORATION 


Where pride of Workmanship comes first! 
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How to Make Money 





--= “ELECTRIC HAIRCUTTERS|1 


eens —— JOIN THE PROFIT PARADE wi 
ss tat oe NATIONALLY ADVERTISEDE F} 


f ] 
JOINS THE /ASR| FAMILY 
OF PRECISION PRODUCTS 








































® 














f traff itches 
kitchen + 1 rey 
' tol Supreme Special Clipper 
wt Set includes electromagnet 
a ' , ‘ 
“ © clipper in a shockproo The Supreme Super Clippe 
P plastic case, hard chrome Set feature electromagnet 
plated Swedish steel blac ic clipper with nylon case | , 
f t 1 t ater ional — 7g fl hard chrome. plated Swedist K 
ittachment, comb and o1 ’ 
P ‘ 7 urgical teel blade \lse 
$4995 A %\ professional shears, « 
suggested Retail Price A pr ional h rew 
th ym ‘vw cut attachment, taperec 
Hon j " thy M *. comb, neck apron, brush, oil 
' h ted Retail Price 049° 
ii i! t 
wn 
h longer. H | | oS 
Ss”. 
i yah 
i } ' ‘a 
ut mane ad sth et 
intmment ft th 
hited tab tT 
hands 1 nad 
i thre 
Hloughtons | i t Supreme De Luxe Clipper 
im if onl f +} wtive pict Set features professional 
| } clipper with a powerful Uni 
| ly tii ict ! rivit itt versal motor and hollow ¥ 
‘ " } ground Swedish steel blade . 
lf on 1ech \ — . _— _— Supreme Professional Clip 
' ; P P ni Also barber shears, crewcut 
dehathde " - in attachment, blade guard per has high-carbon Swed 
notion md oad t ) mM plastic neck apron, brush ish steel blades, Heavy-dut 
Universal air-cooled mote 
i] look ' thy { il tapered comb and oil } id f | 
IAS Pearec arrive or unl 
utoaft hh | tt | nt Suggested Retail Pr 449° form cutting. Handsome cor 
dovan- finished zipper case 
dd j That hall vi 
Kd 7 , ‘ comb and shear 
th ni toh 
! ! $9995 
Suggested Retail f 
thank II | hy tim 55 
thinkin ’ t th ’ la 
iT | ! i 11 ! 
il Phi.ith ' r i} 
iitant, a nan the f 
hy pen th tor n th 
nin I! i mnie idea mn) 
1 ful ition roan ipphi 
i PUrsunn head, Iigh Rey 
buannne hea wivertisin vl U “ 
kn ng the fact md rid —f 
hat imndfall d loy 
, ) bin Supreme Standard Clipper Set (not Swedish steel blades, creweut 
it ! ! thie itt 
hown includes electromagneti« attachment and oil $ 95 
t that foll I tandard clipper, hard-chromed Jggested Retail Price 10 


1907... 


“Do-It-Yourself” Instruction Book With Every Supreme * Supreme Cli 
Kit. ithe ( t Go Wro book a ‘ oul with one-ye 
ty ' 





years iS a long time in any + ei aes ‘ 

ans tanguage but t ha served Give , P the hole fami ort . roa 
the editors of ELECTRICAL MERCHAN 
DISIN( past and present wit 
adequate nsight nto the history 
and proble of the electrical ar 


| pliance ndustry Next month 
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‘STTOP SELLING ITEM,” 


says Chain Store Age* 


DER WITH S7ocwee-FIRST AND ONLY 
SEDER ELECTRIC HOME HAIRCUTTING KITS 


YOUR CUSTOMERS SEE TV COMMERCIALS LIKE THIS 
mm | ON ALL THESE OUTSTANDING SHOWS: 


omagnet ; 
tend odiad ‘GAME OF THE WEEK’’—Maijor-league baseball televised every Saturday over 165 CBS television stations! 
ce A lsc 

crew *kMEN OF ANNAPOLIS” THE CRUSADER” 


taperes 


brush, oil | LED THREE LIVES” % “HIGHWAY PATROL” 
414° MR. DISTRICT ATTORNEY” RACKET SQUAD” 
SCIENCE FICTION THEATRE” 


ional Clip 
bon Swed i 
leavy-dut IDE N ON CI EUP OF TWO BOYS RUN TO MOTHER, VIDEO: CLOSEUP OF KIT. WORD: 
bled mote ic GETS ON STOOL. SUPREME LEAVE CARTON, FILL SCREEN 
ON KITCHEN TABLE AUDIO: . with the Supreme 
of Electric Home Haire¢ 
to Kit" 


e for uni 
visome cor 

¢' 
ipper case , ea 


399% 


1 DE Ll 
PARENT 


Order a complete line of Supreme Electric Home Haircutting Kit 


PRECISION PRODUCTS from your wholesaler salesman toda or write for further information 


American Safety Razor Corp 4) Macdiso \ve yew York 17 yew York 
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1,747 Dryers 


eee CONTINUED FROM PAGE 49 ———— 


view as is the extra cash h t 


to push in item basists Coa 


Utility Incentive, Too 
Gault State ilso) creates 
hional imcentive Wnon if wn 
il representative In 
visional office, the men 


titled to one draw for ecact 


ile in then district trom a Sin 
Jar” which contained mon 
ules valued from SO cents ¢ 

1 ile Verve Piven OMipt 
crtising support from Gault Stat 
hiftcen new paper ids were run 
each of IX dail new pap hie 
ids appeared in’ several week! 
during thr two-month per 
I dh ommercial Wel ny 


trated and timed on a saturat 
basis on | station Pel 
came aw for it hare with th 
tations im the service area 
ing dryers. Last but not least 
door display iivertising sign 
potted throughout the tiv 
visions in’ bexas and Louisiana 
And of course, considerab| 
tore and window display materia 
vas furnished to all dealer Kit 
included = streamer Down 
pennants from Edison Elect | 


titvite 


Monthly Bulletin Issued 


A monthly bulletin ke pt a 


up to date on the promotion 
a The initial cop f tl 
utility Match New 


formed them of the program il 
ud ind explamed the 

on the free bulb The cash i 
md advertising schedules al 
nven, the latter in order that d 
crs would have sufficient ¢ 

plan their own tie in ad ruil 


quent issu nive the break vii 


divisional sales mi relation to quot 
in-an effort to instill a competes 
flavor among the division 1] 
Baton Rouge division, incidental 
topped its quota in | than ha 
the tin Ihe Beaumont dh 


vas top vith 197.4 percent Al] 
divisions went over then quota 


We had a lot of fun 


ludes Gayl md we la lot 


1957... 
in a special, Golden Anniversary 's 
sue, ELECTRICAL MERCHANDISING 
will bring its readers a look at the 
past fifty years of the industry, and 
in addition will take a peek into the 


future and assess what may {i 
ahead in the next fifty years 
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New General Electric 


OPERATION 


BIG TICKET to get your full share of 





Realistic Big Ticket Plan, available through 
the help you need—from 


ODAY’S astonishing kitchen appliance market, with its 
heavy trend toward complete kitchens, is big, booming 
and begging for attention. 

Its surface has barely been scratched. 

Now Big Ticket comes up with a complete program of 
all-out assistance to let you capitalize on this opportunity. 
Now you can sell the most wanted line of complete kitchens 

practically on a shoestring. 





We're not asking you to swallow that whole. We want 
to tell vou what you get on Big Ticket—from beginning 
to ¢ nd 





First of all: realistic financing. Big Ticket begins by giving 
you the most effective selling tool in the business—a spar- 
kling General Electric Display Kitchen—on credit terms 
available through General Electric Credit Corporation. 


For instance, for as little as 10% down, you may be able to 
put a display kitchen on your floor. That's a// the inventory 
you need. Your General Electric distributor supplies the 
units you sell as you sell them. 


How do you pay for these sold units? Under its Work-in- 


ro " General Electric Credit Corpor: 

For as little as $180.00—a 10% down payment you may be able to put Progr Plan, General Electric Credit ¢ orporation will 
a (-k Display Kitchen like this on your floor. And that’s only the beginning 
Read these pages and find out more! customer's kitchen 1s completed and accepted. 


finance your total outlay for major appliances until your 


You sell without inventory! Your General You sell the most preferred line in the busi You sell the most pre-sold appliances! 
Electric distributor supplies all appliances ness! Independent surveys prove General Wherever you look—or listen—there’s G-E 
as you need them Electric ranks first with women Major Appliance advertising 
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sales plan helps you 


floor plans to finance plans! 


Now ... about customer financing: New General Electric 
Credit Corporation Kitchen Modernization Plan lets you 
sell for as low as 10% down with less than typical monthly 
car payments spread over not 1, not 3, but 5 full years. 


To help you handle installation and get the extra profits 
that go with it— your General Electric distributor’s factory- 
trained specialists will work day-by-day, step-by-step with 
you on selecting and setting up a complete installation staff. 
That’s only the beginning. General Electric distributor ex- 
perts will be at your service to help plan your kitchen 
layouts, color schemes, decoration, design. They'll make 
estimates, blueprints, supply color swatches, even give sug- 
gestions on painting and floor covering. 

If you wish, you can take advantage of a complete selec- 
tion of hard-selling mat ads, radio scripts, full-color promo- 
tion slides, and a full-length technicolor movie for use at 
women’s group meetings. 


And what a line of kitchens you'll sell! The General Electric 








Electric Display Kitchen. 


Electric distributor warehouse. 


§ Most pre-sold line in the business. 


YOU GET ALL THIS... AND MORE 


1 Delivered to you for as little as 10% down—a new General 


2 Liberal customer finance plans—up to 5 years. 


4 Plans—plus color, flooring, painting suggestions. 


3 No inventory problems—you simply order from General 


the rich, ripe kitchen market! 


your General Electric distributor, outlines al/ 


line is years ahead in style, completely integrated in color 
and design, packed with more sales features than any other 
line in the industry. 

Think it over. This market features a high margin profit 
picture. When you sell complete kitchens, you're not com- 
peting on a single-appliance price basis. You're dealing on 
a service basis in the sale of tatlored mullti-appliance unis. 
And the man who can supply the service in this new field 
is the man who can get the sale—and the whopping, multi- 
unit profil. 

The big beauty of Big Ticket is that it makes it possible 
for you to supply that service and still have time to do the 
job you do best — sell. 


Add it up. This booming kitchen business can make a big 
difference in your career. Get in on the ground floor—now, 


See your General Electric distributor——or send in the 
coupon. General Electric Co., Home Bureau, Appliance 
Park, Louisville 1, Kentucky. 


General Electric Company 
Home Bureau 


Gentlemen: I want to know 


Name 


Live Better... electrically 


GENERAL @@ ELECTRIC 
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Appliance Park, Louisville 1, Ky. 


about your new Big Ticket Plan. 


Eee ce Seem a 
















The sale is 
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Constant Comfort 


GAS HEATERS 


® Revolutionary new 


siete SPH HY 
hhhidd dy) W098 
Addy ¢ 
NEVER 4 


heating principle! 
@ Guaranteed to outperform 


any other heater! 





This is it: 


pre-heated ceiling air is drawn in through the top by fan 
action, filtered, forced downward through the heater, and 
delivered through floor-level vents to rise again and flood 


the entire room with even, thermostatically controlled heat 


6 more Aniwerdal Extra-Value features that help build in the sale! 








mes , 
ca” « 


New convenience! New safety ! 


mplified eve-level controls Fiberglass insulated steel cabinet 


stays cool, and is safe to touch 


5 ; 


up out of the children’s reach 





| 


New freshness! 
Heats and delivers only freshly 


filtered air— clean, healthful 


New space-saving! 
Fits in far leas apace than con 


ventional type 





apace heaters.”’ 


ly If 
iy 


New comfort! 
One front vent and 2 adjustable 
side vents spread heat evenly 





New utility! 


Also operates as an air circula 
tor during hot summer weather 








3 Models Provide Just the Right Amount of Heat for Varying Needs 


A Product of CRIBBEN & SEXTON COMPANY 


Makers of Famous Universal Gas Appliances 
700 North Sacramento Boulevard, Chicago 12, Illinois 


CALL YOUR DISTRIBUTOR 





$12,500 in 


Power Mowers 


CONTINUED FROM PAGE 51 
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BY THUNDER, CHARLIE 
LOOKS LIKE WE'LL HAVE TO TAKE IT AWAY 
WIPE MY BROW. BOY, IT'S HOT—WELL 


JUNE 1957 ELE< 
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WE DO HAVE THE WRONG ADDRESS 


SOON AS | 


LETS GO 


MERCHANDISIN(< 
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You’re on your way to great new profit 
possibilities when you attend the Inter- 
national Home Furnishings Market 
in The Merchandise Mart, June 17-28. 
In this, the nation’s greatest market 
place, you’re surrounded by the show- 
rooms of all the leading manufac- 


The Monckondino Mant: 





TITTTTTT l 
qegeeeeeetll ‘ 




















turers, laden with the latest, the most- 
wanted, the most profitable lines in 
every segment of the home furnishings 
field. Over S35 acres of showrooms 
await you; do all your buying under one 
roof in air conditioned comfort at the 





starting point for successful selling... 





CHICAGO 


Free buses « 42 elevators « Restaurants « Shops « Every service for your convenience 

















SO GOOD, WE WANT 


TERRIFIC NEW EUREKA SPECIAL ROTO-MATIC 


——— > 





THE SENSATIONAL NEW ONLY 


EUREKA 


Shecka Koro Vaic COMPLETE WITH EXCLUSIVE 


MODEL S6O ATTACH-O-MATIC CLIP-ON TOOLS 
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YOU TO TRY IT FREE 


AT A NEW LOW, LOW PRICE—ONLY *4925 










Seow’, SENT TO You on 
1" DAS 
.—— 





Send for Your 10-Day 
Free Dealer Trial Now 


—Freight Prepaid! 


WITH MONEY BACK SUARANTEE 


| EUREica 


SPECIAL £ 

















“C MODEL 660 


Yes, absolutely no obligation on your part. Simply snes GaAeeDY tapueweDt 
mail the coupon below. Your Eureka Distributor will sok whe you get! 
deliver to your store this gorgeous new SPECIAL o plow Power 14 U.P. Mate 
with Special Floor Brush 
ROTO-MATIC for 10 days free trial. Transportation © New Large Haha Vor 
charges prepaid! No strings attached! oN Za Clipe Open Top 


@ New Tools Kide on Cleaner 
@ New Quiet — No Vibration 
@ New Beauty — Color and 





Give this red-hot new Eureka every test. Show it to .... Jae 
friends and customers. See how easy it sells! Then —~ 
decide if you want it for special promotion in your at. 


ALL THAT'S mootan 
1M ONE ClLeanen 


store—full profit on every sale! Act now. This unusual 








eer NOw ONLY w OAS wome rata OFFER: 
dealer offer is limited. 4 9” now watt You to try thi 
owe vee for 10 days yt our anes 

thing! If ye are naan 

EUREKA WILLIAMS CORPORATION me ae dmalenpe 

$ BLOOMINGTON, ILLINOIS oney wi M be gladly 

ve 1. Spr 
See live demonstration «) Pecial this week! 


Beg HOME art caer mac 
FOR 10 DAY HOME TRiaL! 


$125 DEALER'S NAME 


NEW BIG EUREKA 
*49.95 NEWSPAPER ADS 


...will enable you to dominate sales 












in your market and quick. Money Bech Grorontes and addres 
Available in 3 sizes: 21° —39" —62"! a . 
ee em ee ee ee me ee oo 












Eureka Williams Corporation 
Dept. A, Bloomington, Illinois 


MAIL 10-DAY TRIAL COUPON AT ONCE! 


Without obligation and with transportation charges prepaid, please 
deliver a sample new Eureka Special Roto-Matic Model 860 on your 
special 10-Day Free Trial Offer 











OTHER EUREKA MODELS 7 
FOR STEP-UP SALES! am 
Eureka Super Roto-Matic *69.95 : ‘ e 
ity — -_ -_ ate — = 
Eureka Super Automatic *89.95 H 
. Ordered By — i aaiatiicaacimaeaieaal 
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Find Your 


Lf Find Your (| ee Eee 
DELCO | 


Find Your 


FEDDERS || || FRIGIDAIRE 


Air Conditioning 




















Dealer in The | Dealer in The Seater tn The | Dealer in The 
Yellow Pages Yellow Pages || Yellow Pages | Yellow Pages 
lyr Pr 
A —_ ” a ~ = A. ——— - 
Your Find Your Find Sour ) fl Find ss 
— HOOVER LENNOX gum Aid 
7 Coater tn The Guster inthe’ Dealer . The 
Pages || Yellow Pages Yellow — Yellow Pages 
| Sc . @ — 
\ — 
——— Yr A —~ mi 
Find Your Find Your 






NORGE RC x Victor: 




























| 
Dealer in The | Dealer in The Dealer in The 
| Yellow Pages | Yellow Pages llow Pages 
abs ~ L ) Cun -— , 
fl / — ~~, 
Find Your | 
Your a Find Your . 
REGINA Find U 
| Seater Fleer Machine WEBCOR in 1 
the Deoler in The Dealer in The 
Pages | Yellow Pages | Yellow Pages | Yellow 
fo | ahi 
0, ee — 
Yr? ee — 
ff — Tr — - —— — Ps 
Find Your . 







Find Your 


WORTHINGTON 


Find it F 
Distributes In The Dealer in The 


In Th 
Yellow Pages Yellow Pages | Yellow 


— fe, <— J@: 


~ 


Westinghouse 


Aus Conditioning 


——$——$————. 
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. ; WS “ 

Us Fe d Us Fast | eee Find I: 
| : int 
| llow 


Yella 


ya 


~~, 


2 





it Fast 
The 
Page 
EVERY TIME people in your community Gardens, Life and The Saturday Evening Post 
ee the Yellow Pages emblem, more of them in June, July, and again in the fall. Thousands 
ss become buying prospects who reach for the of leading firms display it in their newspaper, 
: Yellow Pages to find where to buy. That magazine and television advertising 


nike your own Yellow Pages advertising PROFIT from this year-round tie-in pro- 
| vy more profitable 


motion campaign by displaying the Yellow 

ve Pages emblem in your advertising, on your 
THE VELLOW PAGES EMBLEM store front and trucks. Call the Yellow Pages 

is advertised throughout the year. Special representative at your telephone business 


— ulvertisements feature it in Better Homes & office 


» for full information 


NE ‘7S7 





Power Mowers 


wee CONTINUED FROM PAGE 7 
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New Honeywell Adatrol” offers either snap-action or 





PLUS 15006 Adatrol 
Thermostat 





EQUALS ¥5153 Adatrol 


Modusnap* thermostats— for yoom and wall heaters 





(592 Gas Cock 
Pilotstat” 





PLUS 15001 Modusnap 
Thermostat 


EQUALS V5157 
Adatrol Modusnap 





Honeywell Pilotstat® with choice of add-on thermostats helps you 


double profits 


© Easy to sell—You can now offer Adatrol with snap-a 
tat the new Adatrol-Modusnap which has 


tion thermo 


both snap-action 


lating control. You sell every customer because you 

thermostatic control best-suited to individual 

nee Ye can sell ivet minded customers the pilot tat nou 
er choice of add-on thermostats later 


e Easy to install— Five minutes ts all it takes to install either 


in 5 minutes 


Adatrol or Adatrol Modu nap based on actual test 
© Easy to double your profits—You double your profit 


when 


latrol or Adatrol 


you sell room and wall heaters with esther A 


Modusnay 
lo order your Adatrol or Adatrol-Modusnap, or t 


al Honeywell office or write to Minne 
LM-G-150, Minne ipols 


» pect further 
information, call your lo« 
ipolis-Honeywell, Dept 


a 
Minne Sota 


* lrademarh 


Honeywell 
HL Fouts in Coutiols 
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BIG IN Allt CONDITIONING 


had hobbled it the year before. ‘Vo 
Shawmut 


this year, he organized a compicte 


Cleat deck for action 


installation and service force during 
the winter of 1956 


Solution to Installation Problem 


lirst, he had his four 
white good mad I'V 


traimed in ai 


If gul if 
technician 
Dhen 


four deliver 


conditioning 
he assigned one of hi 
men to each serviceman, creating 
installation 


each abl to 


four two-man deliver 
mad service team 


make an average of four normal 


installation i ¢ 


leams travel in station wagon 


or light trucks which can carry up 


to four unit 1 dat work. Norm 
ills i crew deliver ind install 
the units assigned to it suf oan 


iltermate plan for use im a mid 


ummer run on amu conditioners 
will find Shawmut big van 
rumbling on ahead, delivering cool 
el it customer house vhile 
crews follow up to install thea 

It ha taken $300 in 


equip nt 


pecial 
ind a lot of per onnel 
traming and reshuffling to put 
Shawmut TV & Apphance Center 
im the aw conditioner mstallation 
bpusunue but the investment ha 
rom order to 
handled 
expertly. ‘The firm 
installa 


24 hours of purchase 


been a good one 
installation ile ire 
quickh and 
promotional promise of 
tion within 
has been extended to air condi 
tioners, with a marked effect on 
sales 

Shawmut’s standard 


“Gold Seal” service policy will be 


his vocal 


apphed to room coolers sold by the 
firm. ‘The policy was formulated im 
1956, largely as 


vice against the 


a competitive ce 
spread of cut-price 
Boston. As an 


independent, Jacobs was caught in 


merchandising in 


the crosshre between discounters 
and promotional department stores 
Ile could meet thei prices, but to 
advertise at discount levels would 


mean an end of hi co-op money 


and advertising was the heart of 
his operation 
The Gold Seal service policy 


proved to be an at least partial 


solution. It covers delivery, instal 
lation, 10-day exchange privileg: 
and labor for the duration of each 
component's warranty, up to one 
year 

As it’s used by Shawmut, the 
policy serves the interest of both 
customer and store. It protects the 


former's purchase, the latter's ad 


CONTINUED 


ertising. Lhe advertised and di 


pla ed price ot each brand-name 


'V and white 


uggested list price, 


good piece 1s the 
qualifying the 
item for co-op funds. This price 
includes the service policy, and it 
the level at which Shawmut sale 
their sale But 


interested in 


men try to work 
for prospect price 
ilone, the value of the service policy 

cut from the advertised or marked 
price, the trade-in allowance is de 
ducted, and Shawmut is in compe 
with discount 


ting th price thes 


tition houses—get 
; 

get and giving 

no more service than most of them 


rive 
No Service on Discount Sales 


Shawmut 
or $10 


In sales of thi type 
vill deliver the piece for $5 
extra, depending on the distance 
involved, but that’s the extent to 
which the firm will split its Gold 
Seal service poli \ It will not 
handle installation without a con 
tract for service, nor will it service 
units it did not install 

Use of the 


onditioner sales vari 


policy in room alr 
omewhat 
Only the 


carry price ind 


from the above leaders 


im Jacob id 
ther no Co-Op moneys to worry 
ibout there (though the 


built into prices of units on di 


poli y i 


play). Secondly, people buying ai 
without D., I. and S 


ire few and far between. ‘The cool 


( onditione I 


ers are too heavy for their back 
ind the 


for thew bram 


instaliation too technical 
Jacob 


lirgo: most air conditioners are sold 


has found 


with crv ice poli i 


DLS poli i¢ 


ine priced 


on air conditioners 
iwcording to the units’ 
17 $24.9 for a 


QOS tor 


, ton model; 
1 one-ton; $34.95 for a 
l4-ton; and $39.95 for a two-ton 
Most of the firm’: 
is in 3-ton units. For them, D.LS 
$24.95 are figured at 
$4.95 for delivery, $11 for installa 
tion and $9 for 


cooler volume 


charges of 


SCTVICC Thy I 
based on rates the company paid to 
installation firms last year 


Jacobs 


close to his vest here, 


knows he’s operating 
but he view 
service as a volume builder, not a 
money maker. Last year, for ex 
ample, Shawmut’s total service oper 
ation cost some $6,000 (most of 
which was charged against service 
policy sales). But a far larger figure 
in the profit column is ascribed by 
Jacobs to the fact that Shawmut’s 
fast, expert brand of service was 
to be 


iailable, used by customer 





ind “‘sold”’ by salesmen 

When a tough air conditioner 
job looms, the salesman makes it 
clear that the Gold Seal 
only $11 for installa 
tion, and that any appreciable work 
done by the Shawmut 
excess of that amount will be 
charged for at a rate of $4.50 for 
the first half-hour and $5 an hour 
thereafter. Alterations beyond thx 
capabilitic of Shawmut — tech 
are treated as private mat 


crvice 


polic ‘ sllow 


crcw ill 


nicliall 
ters between the customer and 
whatever contractors he may wish 
to employ. But the salesman can 
usually avoid difficult installation 
start, by 


use of his size calculator and load 


right from the judiciou 


tester, as well as the complete 


issortment of spec sheets and line 


folders he carrie representing 
nearly every major brand on the 
market 


Though Shawmut stocks only 
RCA Whirlpool, General Electric, 
Fedders (in addi 


Iimerson and 
tion to its leaders), it can furnish 


ilmost any model in any line 
C.0.D. Service Only 
Jou Jacob . who 


firm's service de partinent, estimates 
that his men complete nine out of 
10 calls in’ the Regardle 

of the time spent out-of 
warranty ‘I'V calls are flat-rated at 
$4.95 or $5.95, depending on dis 


manages the 


home 


there, 


tance ind) white 
yt) 
Service is conducted on a C.O.D 


only ba 1S | ich technician CAaTTICS 


goods calls at 


i statement book in which he make 
out bills in triplicate Lhe first 
copy is receipted at once and given 
to the 


placed in the customer's file at the 


customer; the second 1 
tore for reference in case of subse 
quent calls; and the third remains 
book a the 
record. Both parties sign all copies 


in the serviceman $ 
Until a few months ago, 90 per 


cent of Shawmut’s volume wa 








NN Pa 


THEY RE PRETTY STINKY ABOUT 
THEIR FRANCHISE, AREN'T THEY? 
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done on credit 


loday, that figure’ 
a cut which 
Boston’ 
new look” of discount merchan 


down to 60 percent, 
Ben Jacobs ascribes to 
dising. Discount shoppers, it seems, 
have come to believe they must pay 
cash. Thi which, in the 
Boston market at least, is mistaken 
doesn’t distress Mr. Jacobs 

Ihe way he handles his credit 
reflects his theory that 


associated with 


idea, 


operation 
Shawmut 
every credit sale until the contract 
is terminated or fulfilled. He studie 
each credit application and tres to 


remains 


match the prospec t with a financing 
ource that’s especially suited to 


him 
Credit to Fit the Buyer 


Jacobs has several credit source 
Boston bank 


commercial loan com 


Ihe best is a large 
the rest are 


which, in hi 


par mind, have 
unofficiall typed themselves as to 
the class of applic ant they'll acce pt 


Applic itions for customers with 


rating ire aimed at 


where lower 


clean credit 


the bank nnance 


charges and fringe benefits such a: 
insurance and suspension of pa\ 
ments in case of illne will make 


the customer happy ind likely to 
tay with Shawmut in the future 
The bank has recourse, but with 
hold 

As far as run-of-the-mill prospect 
go, Jacobs ha 
commercial loan company for nearly 
credit 
with 


no pro ceds 


learned there a 


every type of rating. One 
records of 
Another 


but welcomes appli 


people 


iccept 
low but sure paying 
purns these 
cants with good salaries and not 
credit Another 
smiles on those with small income 
Still an 


while a 


o-good ratings 
but good paying records 
other take 
fifth is glad to carry the 
ployed and those who work largely 


ervicemen, 


self-em 


on tips. Thanks to Jac obs’ financing 
insight, Shawmut applications are 
rarely rejected 


Phe firm’ 
opel ition ha 
Jacob 


proposition 


room air conditione! 
no place for rental 
considers them a_ losing 
when costs of main 
tenance, depreciation and installa 
the lack of a pos! 
tive method of turning them into 
iles, are taken into account. With 


though, it’s a different 


tion, as well a 


trade-in 
story 
Shawmut launched 


in air conditioner trade-in program 


This year 


with varying allowances offered on 
old units and fans. As a trade-in 
trafh 
are advertised at or near cost 
Though 
gram has helped Shawmut estab 


builder, replacement filters 


tarting slowly, the pro 


lish a number of new customer con 
tacts. Jacobs plans to promote it 
heavily next year, largely for build 


ing early-season sales End 





MERCHANDISING 


New RCA WHIRLPOOL 
WASHER-DRYER | 


Main Drive employs New Concept 


in Power Transmission 





















Instead of ifting gears (which have been eliminated), the new with a remarkable new spraying action and automatically redistrib 
revolutionary RCA WHIRLPOOL Washer-Dryer Combination utes an out-of-balance load 
Ist nge sus and yet extremely simple Variable Speed V-Belt If the load is out of balance, a delayed-reset switch is tripped 
drive. Quiet-runnin Dayton Variable-Speed Cog-Belt do the ind the eylinde iutomatically returns to tumble speed./Tumbling 
rest oothly changing the cylinder speed from 45 rpm while lasts for | econd long enough for the load to redistribute itself 
rinsi! O00 rpm in the spin-dry cycle then the switch resets and the load | pun dt 

| ew RCA WHIRLPOOL introduces the first truly auto Whirlpool designer using the Dayton Variable Speed C: 

lryer combination on the market. Under the gleam Belt have perfected a smooth Nent, automatic variable-speed 
( et i simple, fool-proof mechanism that washes clothe mechanism that virtuall pells out big sales this year 







Dayton Ruler moc’ ™ 
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Sell this big Chicago market 


@ 46‘. of all washing machines bought new* in 
Chicago and suburbs were bought before 1952. 
This represents 502,000 washing machines which 
are more than 5 years old! 











@ 62°. of all non-automatic washing machines 
bought new* were bought before 1952. This rep- 
resents 400,000 wringer and spinner types which 
are more than 5 years old! 


@ 11.9. of all households (or 200,000) named a 
washing machine as the appliance wanted next! 


Dos not include 152,700 households where the present washer was bought used Van 


NOUSCHRO ry 0 Poo / pro pect for 1 neu “ashing, machine 





CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 
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with Chicago Tribune sales power! 


pee don’t have to create a market for washing machines in Chi- 
cago and suburbs. It’s already here—waiting to be sold. 

This year’s big sales potential is quickly spelled out by these facts 
from the Chicago Tribune’s 1956 Appliance Market Study. 

To sell this rich market, use the proven sales power of the Chicago 
Tribune. With 936,000 daily circulation and more than 1,300,000 on 
Sunday, it goes into more homes wanting washing machines than 
any other Chicago newspaper. 

In fact, when these families wanting washing machines next were 
asked, ‘““Which Chicago newspaper is most useful to someone buy- 
ing an appliance?’’, 55% of them said, ‘““The Tribune!”’ Other Chicago 
newspapers were named by only 26%, 12% and 7% of the families 
wanting washing machines next. 

Learn how you can clean up more washing machine sales in the 


Chicago market. Call your nearest Tribune representative. 


Chicago New York City Detroit San Francisco Los Angeles 

W. H. Hattendorf E. P. Struhsacker W. E. Botes Fitzpatrick Associates Fitzpatrick Associates 
333 Tribune Tower 220 E. 42nd St Penobscot Bldg 155 Montgomery St 3460 Wilshire Blvd 

SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-86422 GArfield 1-7946 DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP, METRO SUNDAY MAGAZINE NETWORK AND 
METRO COMICS MAGAZINE NETWORK 
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HE GAVE UP APPLIANCES 


mg hat il take an fo an 
iid a halt oft kitchen tim 
every da 
I personalize everything he 
i for the woman h i it ft 
mpressing her with the thought 
that the kitchen sh ommission 
him to design will be reated for 
her alone. Vh be no other e 
ictiy like it It ip i Da 
ibinet yunter-top nd val 
ibimet | bye pla ed i t thy 
whit pot mad at ust th t 
heiwhts for her. to ! plann i 
vill go into the cl hion and j 
tallation of « thing equi t 
iiake i ompiet kitchen t 
ommodate t id pany 
one but her 
Most of his prospect isit hi 
display room at one time or anot 
during the of the ile. ‘Ther 
hie ets out to make the prospect 
it a new kitchen b howing her 
just hat on ould do for her 
Ile takes her, feature by feature 
through a St. Charl teel kitchen 
adispla vhiicl ncluct iS many 
different components 4 Mr. Smith 
can issembD L here ire bottle 
ibinets, linen cabinet pice cab 
inets, mixer cabinet ibinets with 
revolving shelve vinging shel 
hding hel half helve vith 
lass doors, double door ingle lett 
md nght-hand doo vith built-in 
cup rack plat ils, towel rach 
rarbag pail hiding cutting board 
in-storage insert lidin in 
opener rach breadboxes and 
table bins, flour, meal and ra 
Din 
I her il feature-grouping i 
listrating the design poli ot mn 
emence first uch as a base ibi 
net with a breadbox mult into it 
drawer and a utting-board top 
ibo vlil ty i ' | uble door A il] 
ibinet with a IX Pape ai pens 
on the inside of one door, a spring 
typ issembiy f holding lunch 
ba or a small WOK DOO! imsid 
the other do 
ihere a mM built-in apphi 
mice than most woman have een 
it one time—retrigerator and freezer 
oven and surface unit ent fan 
cl bi 1, dishwash md waste di 
pose! lor tho who mt th 
varmth of mad th lit 
md durabilit f steel, the I 
ict uy f St. Charl t iit 
dra { f { 
| 
Selling in a Breakfast Nook 
In one tthe d i 
i i reakfast n i 1] nstea 
! 1 hi ni bred Smith t 
lown th ts ft | 
tails, t lect thi i ts, th 
built th th t 
hen Ih rrect 
An | tentat 
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CONTINUED 


' 
ends Smith to the prospe t home 
to make 


kitchen 


i rough floor plan of the 
vall 


himney, electrical 


howing doot Vill 
lov loset 
utlets and distances between these 
is well a ciling height. He 
Hil time for 


ould throw th 


take 
immaccurate measure 
nent whole kit 
hen off 
If it to be a remodeling job, 
note tructural change which 
made kecping in 
loping floors and 
On thi ketch he 
round which 
kitchen—built-in 
ind wall cab 


ill have to he 
( ocked for 
ut-of-line wall 
lists the 
he'll de 
inh 
inet 

Back in Ii Mr. Smith 
vork the entire kitchen 
draws it to ile This is hi 
to ell-up 


ympone nts as he 


major unit 
ivi the 
ind basic base 

office 
out ind 
hance 
ind he put in as man 
feels the u 
being ireful to 
make each an integral part of thie 
kitchen, both indi 


ually relation to the 


tomer im use 


important 


ind in it 


vhole. ‘This makes it difficult fo 
the customer to cut the finished 
plan 
Strike a Balance 

In his design he tries to stril 
balance between the omponent 
the customer would really use an 
those she'd like to have. He has no 
desire to load her up with fan 
ind expensive thing he doesn’t 
iced and can’t afford; nor does li 
vish to undersell the job. kuth 
va he'd be defeating hi lip 
dual busine purpe t pl hi 
ustomel ind make mone 

Krom the flat plan he mal 
perspective drawit \ vomnan 
vants to see what her kitchen 
ing to be lik Ot just imagine if 

Le how nter-top mb res 
for composition material, fills them 
in with pencil for staimle t 
lle work | | deliberatel vont 
be hurried; but when the plans are 
done, they re a irate and complet 
in eve detail . 

Next, h rah i | 

f materia Thi 1 fom \ 
vhich « I init tem 

italog numl D built 
featur ind istallation 
hese are brought te ub-tota 
to which is added the estimated t 
if hippin the kitchen f n th 
fact tk th fom 

Ih ind tot ts t 

vet t of t Kitch 1 insta | 

Installation ha 

ply puttin the kitchen 

vhich ha been full ) mired t 
take it. | th hi ts a flat rat 
of $/ pe nventional bas val 
ibinet lO installing a cabi 
net for a iiit-in < nv ret 

it ! f methin 
n ! ttin th 1 


themselve till another price for 
lo prevent misunder 
on this tamps 


the materials schedule “Plumbing 


ounter top 


tanding score, he 


and alterations to walls at pur 
haser’s c xpense 

“When I first went into the 
kitchen busine he recalls, “‘l 
gave free installation on everything 
I sold, and what a mistake that 
turned out to be. Can't 


think of 
i faster way to go broke.” 
ilmost 


cost of buying and 


hough he can estimate 
to the dollar the 
installing a complete kitchen in a 


hou ( he’ 


nev intentionally vagu 
vhen asked to estimate a job in 
olving mayor site alteration uch 
is relocating doors or windov 


hornng up sagging floor! 
partition 
If the 


ustomel 


removing 
or truing up wavy Ww il] 
to be done, the 
hire his own 
project will be 
Smith 
ind (Gordon 
Lhe Smith 
ind 


have 
free to 
thie 
Mi 


builder 


( thing 


ontractor Or 
ontracted — bi 
Leonard i 


pal ite 
in’ handle 


\ 
WCW 


On 
lh a Se iob Da 
inpent! wiring 


Hampshire has no electri 


ans licensing lav viii plumb 


ing must b en to a_ licensed 
plumber 
When the 
ner complete 
terial 


i folder, which he take 


cteran kitchen plan 
; his drawings and ma 
schedule, he places them in 


to the pro 


pect on his next sales tour of the 
irea she lives in. He presents it 
to her iving in effect his is the 

iv | see it, but it our kitchen 


If there in oud like to 


thing el 
I'll ee that 
two go over the plan to 


ave im it you get it 
Phen the 
ther 
If Smith ha 
lad ha made 
the folder 
pore over it ag 
end up unselling herself 

When a sale is closed, the cu 
tomer signs the hedute i 
ial late i formal mitract 1 
up) and pay Mr. Smith a 
ent deposit on his total 


to leave before the 
1 final decision, he 
vith him, lest she 
ind iv ind 


iit tilt 


nat 


qgrawtl 


0 per 


estimate of equipment freight and 
nstallation. If the kitchen is t 
into an house hi itch 
the tructure progre losels 
tin hi der thre equipment 
ll arrive from the tactor it about 
the time it idv to be installed 
If it 1 remodeling job, he car 
ful to di rupt the family as little a 
D VOrKIN in ta 
th Id 
1k piped in and has the n ne 
iced cl ti t Then, at a n 
nent ct l il tin th 
umber mab quick work of in 
t¢ ly 7 7 thy ; 


Insured Shipments 


When the — fact hipment 
ich Bost i. M smith is not 


ik i 
iv note ft the m na 
‘ ind i t ss D if 
from Boston d t to the hou 
1 which it t be installed \t 
this point, the kitchen comes under 
; } ' + +} | ] 
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the customer pay the balance of 
his bill. As per agreement, this oc- 
urs on the completion of the in- 
tallation. Then Mr. Smith pays 
the principal and interest on his 


note, bringing the entire tran 
action to an end 


Ihe advantages in this phase of 
Smith Kitchen Center’s operation 


The 


obviou 


ire deposit give 

Smith a cushion at the outset 
Since the notes he signs are short 
term, his credit costs him relatively 
little. Freight charges are passed 
ilong to the consuiaer. The risk 


kitchen while 
ponsibility 1s 
thanks to the insur 
Smith has no unload 
reloading and de 


to the 
ce iler r¢ 


from damage 
it the 
non-existant 
ince. Finally 
ing, warehousing, 
livery expens 

Kven his display, which is all the 
stock he has, costs him nothing 
When a display kitchen has been 
in use for from 18 months to two 
ears, he advertises it at 


oft hh 4 ell it 


25 percent 
with no trouble. 


A Deal with Builders 


He considers built-in appliances 
vital to any modern kitchen. H¢ 
finds them easy to sel! to the 
pect, but often a sore point where 


pro 


1 general contractor is concerned 


I'he builder often seeks the insid 
track here: wants to handle both 
the sale and installation of built-ins. 


Mager to exercise quality control 
the installation, pre 
erve his reputation as a dealer in 
hens, Smith will on 
offer a particularly stub 
born builder 20 percent of list on 
each built-in for letting Smith both 


ind to 


Ove! 


omplet kit 
occasion 


ell and install it. ‘This enables the 
dealer to make 15 percent on the 
ile plu omething on the instal 


lation 


gut more important, it 
illows him to retain absolute con 
trol over and respon ibility for the 
entire kitchen 
Sale competition from ippli 
ince retaier m built-ins doesn't 
ony Fred Smith. He knows that 
most non-specialists find them too 


tough to install 
As for color, he finds it extremel 
1 t ell, with all-white kitchen 
ill but out of the picture. Sin 
every prospect seems to kn whiat 
| he like ind in | with 
the dealer enerall keep his Oar 
ut of — the matter at does 
though, ad inst the exten 
ise of | iid to have th p ho 
ical eftect of iting and unset 
t the ywosed te t for ion 
peri Ta ind against election 
f plain f ounter-top be 
ise the cratche mo 
lainly than patterned top 
In spite of h 72 yea Mr 
Smith often has to work 14 or 15 
h i da Il count lent 
f ro ! it! n | les t 
sometime ist fion hedu 
ef t ik right f him 
ometinne merchandise delavec 
n its way from the factory. But bs 
' larg ind all things consid 
d, old Kred Smith love th 
qitcnen i Ind 
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The more they look the better they like 


Mocel 7FK 17 - Hotpoint Chest-Type 
17 Cubic Ft.—Capacity 595 Lbs 
Also available in 19.2 cubic ft. 672 Ib. capacity, 
and 25.9 cubic ft.—907 Ib. capacity models 











Model 7FM12 - Hotpoint Upright 


11.9 Cubic Ft. 


Capacity 417 Lbs. 
Also available in 18 cubic ft 


model with capacity of 630 Ibs. 


A Complete Line... Every Model with Hotpoint’s Famous Aluminum Liner! 


HOTPOINT UPRIGHT FOOD FREEZERS 


Hotpoint Upright Freezers provide double-action freezing 
with coils in shelves for fast contact freezing and in walls 
for low even temperature. Aluminum liners conduct cold 
4 times faster than steel. Automatic temperature controls 
adjust from zero degrees to 10 below zero. 

Hotpoint Uprights also offer adjustable shelves . . . tilt- 
down door racks .. 


. large storage basket... glass fiber 


insulation . .. interior light. . . built-in door locks and Capri 
color styling. A Food Protection Warranty provides full 


five-year protection against food spoilage. 


) 


= ths : 
= 
crve warren = 
“Cormer™ 


RB \) 


f j Fre ir Conditions + Electric Rar « Automatic 


HOTPOINT CO. (A Division of G 
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Washers + Clothe ees 


HOTPOINT CHEST-TYPE FOOD FREEZERS 


Hotpoint Aluminum Lined Chest-Type models embody all 
the high freezing qualities and protection of the Hotpoint 
Uprights. They feature vertical dividers to separate main 
Sliding baskets 


allow orderly storage of foods and keep current needs 


food storage compartments into sections. 


within easy reach. Cake and pie racks store pastry safely. 
Counterbalanced lids respond to finger-tip pull on new 
type handles. Shell-type condenser prevents sweating. 
Lids of all Chest Type Models can be removed to get 


the Freezers through a 29-inch door opening. 


Hotpoint Food Freezers are meeting the challenge 
of change. Talk with your Hotpoint Distributor and 
get lined up with the Food Freezers that keep selling 
you long after the sale is made! 


poke Hotpoint po the no. 


Dishwasher alice « Water Heate ‘ 


ectric ompany), CHICAGO 44 
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My name is Ed Hamilton. 


I’ve got something to say about this independent versus long-line argument. There’s no doubt about where our 
company stands on this—we are independent, specialized manufacturers of home laundry equipment. We sell our 
line of automatic washers and dryers only through leading independent distributors. We are successful in doing this 


We’ve been independent home laundry specialists ever since we originated the automatic clothes dryer 19 years 
ago. We created the clothes dryer industry, and today enjoy a good share of this entire market. We plan to go 
right on enjoying it—with our Distributors and Dealers. 





3ut—we think there’s too much weak-kneed double-talk about this “independent”’ idea. There are a number of 
powerful reasons for Distributors and Dealers to handle a cross-section of the strong, independent appliance lines 


available in today’s market. Not just because these are independent lines—but because they are strong, well accepted lines 





That’s the test—market acceptance. We have gained, held and enlarged our market acceptance by specializing in 







making and selling laundry equipment only. This makes sense to us—more important, it has worked for us. 





We’ve made this work for us in some of the toughest markets you can name, and this is what we will continue to 
do. During the Summer Market, stop in at Merchandise Mart Space 1175 and see what Hamilton offers your 







business. 


Merchandise Mart Space 1175, Chicago 


STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 


AUTOMATIC CLOTHES ORYERS - HAMILTON MANUFACTURING COMPANY TWO RIVERS WISCONSIN 





AUTOMATIC WASHERS 
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Bath scales 
are fast 
becoming 
a big 
LMA 


appliance 


stores 


the 


Bb 


name in 


bath: scales 


-LS 


BURG 


PAGE 90 





SELLING TAPE RECORDERS 


CONTINUED 


thi n ind thi 
, ] | 1 
standard salesman finds a tape re 


order prospect on the other end 
ih in Order-taker 
Instead, he goes all out to clo 
IVCT thre phone In thi Cas CIO 
ng amount to getting the pro pect 
ivgree to Du ind to agree to an 


inmediat redit check 


Time Sales on Phone 
When the i man u ( ful 


1 time ile ontract 1s drawn up 


Ihe contract is held for the ul 


ned when the machine deli 
| In short, Standard ‘Televi 
ms Shop-at-Home service make 


ing a tape recorder just about 


the easiest t | thie ustomer ha 


done 
When a sale mot be linched 
the phone because the pro 
vct wants to s« how the recorder 
vill perform in his home, Standard 
11 work i home demonstration 
Here again, though, the firm take 
few shots in the dark as possible 
‘he salesman talks until he gets the 
pect to at least partially com 
mit himself on the ph yn perhap 


b bringing him to the ome t 
vin 1 eftect I'l] bu t if | 


like it 

() th t th of th i credit 

ntract repa ind sent to the 

Thy th the tnal der. Both 
nachine and contract are entrusted 
to the tore deliver man, who 
familiar enough with recorders to 
handle basic denn ind who know 
how to point out the dotted line on 


i contract. If the pro pect doesn't 


n. the machine doesn’t stay. But 


lost sale ire a rarity, because of thi 

dem istration padework done 
n the telephon oupled with the 
nn t of — th demonstration 
Standard rsion of the hom 


designed and used to put 
finishing touche on all-but 
sed telephon il 
Hoffman has no outside ile 


nen, feeling they'd inflate his over 


id dangerous! He prefers to 
oncentrat on moving enough 
hy nal 1 th to ind Vid 


ne demonstration to qualift fol 


illow ice from hi di 


t utor In tap recorde! he 
ta vith i trongest distnbutor 
takin n ind dropping ther 
rands from time to tim 1 id 
ntage 1, ’ tilabl 





His heavy advertising brings him 
yume: his volume, in turn,, brings 
him more co-op mone Chis high 


olume also enables him to control 


his financin not only to the ex 
tent of being able to demand and 
get the reserve’ on each contract 


but to have reached an agreement 


with the finance ompany whereby 
the latter holds back nothing on 


th redit sales he make 


Shoot for ‘‘High Dollar’ 

Vhough Standard ‘Television i 
not a discount house, Hoffman ha 
to ad lib on price to some extent 
because of the discount climate 
vhich has recently enveloped Bo 
ton and immediate vicinity He 
ets his sights on 0 percent—more 
if he can get it He'll general] 
vhittle something from “‘list,” but 
till aims for a $50 profit on hi 


line high-end portable recorde1 
When he gets it, and then add 
the $10-to-$] reserve from the 
finance compan he know he 
done well 

| ift the high dollar he 
i but th everyone els I'}] 


take the low dollar before I'll watch 


i sale walk out the door. ‘The main 


idea to keep our recorders mo 
mg out and the advertising comin 
n 


ven though Hoffman conduct: 
1 streamlined operation, keeping 
his deck leared for sales action, it 
ts him about $1,300 a week to 
operate his two outlet He run 


the Ouin tore with the help of i 
ingle salesman, while a manager 
ind a salesman staff the Brockton 
branch \ delivery man and a 


light truck are issigned to each 
tor Clerical work for both i 
handled by a part-time bookkeeper 
lelevision and white good rvice 


ire farmed 


Distributor Handles Service 
Standard recorder distributor 
operate it own eTVICE depart 
ment, and the retailer's truck pick 


up br ikdowns, take them to the 


distributing compan | mile 
way, and return them to thei 
own fhe units carry a 90-da 
labor and part ruarante Thi 
painle rvice t-up ippeal 
trong! to th Quincy dealer. be 
iu h ta rae rvice 1 
idence ha ed t x extremel 
high 
All 1 all, Berni Hoffman like 
record finds them salable from 
ri t feat lor him, they 
re ‘ 1 the il iround Hl 
| k I! Val to the idl rit t 
ituration and a replacement m 


ket, for it this kind of market 


vith the product an established 


part of th nsumer cheme of 
thing mild pret 
to si End 
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Thesis +2 = Electrical Merchandising No. 1 in Appliance-Radio-TV advtg dollar volume 


| Thesis =1 = Appliance dealers shop market by intentionally reading trade ads 
! Synthesis = Appliance dealers read Merchandising all year to shop market 


2 EE ee Cee ST re ee er emt ER at ett nme reenter) inne emma ee stm) == enemies teememe ma am 
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Electrical 


Mere ewes: 


Electrical 


Merc hanidisinil 





DEALERS REACH pe: EM 


Tell the trade in 


Klectrical 


a een een soregmnwe Merchandising 


McGRAW- HILL 
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Only * 


PHIL PHILCO CORPORATION 


dealers have it! 





isn = ee a The Combination with a Four-Year 
I 


™y, 
| < oy - ™~, Head Start. The Philco-Bendix DUO- 
> = ; —_ “ ~~ MATIC combination washer-dryer is the 
ie med — 4 most exciting appliance on the market. 
% Two-thirds of all combinations in use are 


Duomatics. And the editors of Good 


PHILCO- BENDIX 
Housekeeping magazine predict that “the 


Sil j .\AAB 
new combination washer-dryer will out- 
sell all other washday appliances.” 
The Duomatic is the only combination 
that soaks, washes and dries automati- 
& mie 





f cally. Dries faster, operates more econom- 
| 3 Washer-Dryers , / , ically than any other combination. 

| — ‘ f 4 Gas or electric at the same price. Special 
a oi features include: pre-soak cycle, Water 
= —«~ % , Miser, famous high-speed water heater. 








im ; Four models to choose from. 
‘ <> _ 
\ yee =, e* 


¥ y eo ad 
x, " 
_ — Pe, sac - 


7 
eeeeaeeooooeoooooooooooooeooeoeoooeooeoeo 8 eeeeeeeeee 68 ® 
P i puiLce SS =] 
SS } | \ 
\: - The Original Lint-Free Washer. The 
< =.“ 


“ —— gentlest, most economical way to wash 


; clothes. Washes with only 7 gallons of 
. water instead of the usual 18 and it sheds 
PHILCO- BENDIX . 3 lint every second of its washing cycle. Sell- 


ing points include wide choice of water 


» \ 
i) 
, temperatures and Water Miser. Line con- 
; tains the ECONOMAT, fully automatic 
promotional model that pulls customers 
into your store. 


Matching dryers operate with high- 
Washers and 


speed airflow and controlled low heat for 
Dryers fast, safe drying. They’re built with criss 

, cross baffles for uniform results. These 
fluff ’n tumble dryers account for a fifth of 
the market. Eight models to choose from 
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The Only Agitator ‘You Can‘t Over- 
load.” There isn't a finer agitator washer 
», on the market. Exclusive “Ball Point Bal- 
: ance” does a 5 x 7 shag rug as easily as a 
rt lightweight sheet. There are no cutoffs . 
no half-washed clothes. Selling features 
include lifetime agitator special wash 
cycle for delicate fabrics water saver 























temperature control 
Matching SUN-A-MATIC dryers have 
PHILCO- BENDIX Per more exclusive features than any others on 


the market. Infrared radiation fully > 
variable temperature controls easy-to- 

clean nylon lint trap cycle-completion 
signal . . . simple servicing. Six exciting : 
models to choose from. i 


Automatics and Dryers 


i 
y as Peggy Re PT OA BE et a | a 


























The Only Full Line of Wringers. You 
can reach any budget and make every sale 
PHILCO- BENDIX with the full line of Philco-Bendix Wringer 
Washers. At the top of the line is the fa 
mous TWIN-A-MATIC, the washer that 
outperforms all others by delivering a tub 
of clothes every four minutes! Many fast 


selling single-tub models, too! 

All offer your customers cleaner washes 
big savings in water and time. Rugged, 
smooth-action transmission is unmatched 


Washers for long, trouble-free service. Exclusive 
— § aluminum agitator is a custom feature 
can't chip or break to tear clothes, Un 
breakable caster sockets. Lifetime porce 
lain tubs. Seven models to choose from. 











Philco-Bendix Home Laundry Appliances are brought to you by Philco Corporatior 
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MAJOR 
APPLIANCE 
SERVICE 


Ranges 


(continued 


tin ven door and it pring an 
1 , 

hinges which we hall d u late 

mider the head of Mechanica 

A 

\ | 


Ma of oa nent 
ij] ! urta mit pa ! 
tho part mad the mectin 
usual fles mor ibuse 


from handling during the cleanin 
proce than in 
Mt th PAatipee Phi then 


ubject with which to he 


! emb! 


Surface Units. Oftener than not 
wrface 
hialf hour 


most Case for checking 


But 


unit pull ine minor 


labor 4 ufhoient im 
PC pdt iy’ 
unl qe l 


used to ervicing electri range 


pro edure he 


nest may prov to be unimtention 
il] lo md it response | | 
lematical, An important pomt t 
remember, therefore m checkin 
or proving a surface unit as thi 
il equcn tf the heat te 
ilways begin with the lowest heat 


po ition on the vitch, then work 


up gradualh to the higher tempera 


ture hecking each stage iefull 
before gomg to the next Wh 
Because a sheathed electric rang 
unit as noted tor its ability to st 
heat; hence, if you run it up to a 
ligh temperature at the start you 

mnot tell, perhaps for an hour 
more, Whether the unit 1 yperatin 
on any of the lower heat 

Partial failure of a two thre 
clement surface umt ma result 
from one burned out clement, a 


faults vitch, or a burned off 1 


nectin wire 


mnectin 


ct them first. It one 
urned off, trim the set 
ind then do a heat test 
doubt whethe 

1 to that 
th to touch 


uu U-volt te t-lamp Ik ids to the 


powel 


unit, turn 


unit-connecting terminals—or to 


the wire ends, if you have the unit 
disconnected 


If vou make 


unit dh 


uch a test with the 


connected, be sure to im 
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rovise mec means t mchor th 


' 
free ends of thos pringy wir 
before you turn on the witch 
that thos hot’ leads cannot flip 
ibout helter-skelte therwise 
na have to wrest with Oe 
thing about threatening a i 
ittlesnake If you happen t 
hecking a range that is new to you 
ind have no service manual for it 
ou can determime what response 


ou should get from such a test b 


nother surface unit on 
the range whi 
ng satistactoril In 
know what 
upposed to be available 
urs of the 


witch po ition im orde 


hecking 
hy \ il know i work 
other word 
ou must voltage 
between 
with 


ertaim | terminal 


p 
i specih 


t know if the witch under test 
vorking proper! 
Proving Burnouts. If the p 
my tcp point t i burned out 
clement—that if power |} being 
delivered to the terminals but part 
f the unit will not heat i in 
prove onclusivel if ou want 
nore proof) whether the unit i 
faulty before replacing any part of 
it, by disconnecting all its wires and 


taking it away from the 
eries test. Be ure 


range fo 
though, to 
take if 
iway from the range before you 
tit. Don't series test an 
thing on the range bod) 


our test tip might get out of 


disconnect the unit md 


cr te 


for one of 


hol ilk ilk 


one imilar 


hand and burn a 


utcheon or trim on 

the backsplasher 

ting of a 

With some 

matter if two of th 
hanged provided 


connes ted to 


Phe conne: urface unit 
not diffeult 


AC uld not 


type 5 it 


IC VCT¢ miter 
th ommon wire |} 


the unit ommon terminal with 


tain other uch an interchange 


ould cause one clement to burn 


ut ummediately after it is turned 
nm. So no matter what ty pe unit 

much 
i habit of 


method of 


under consideration if 
ible to make 


Ol nal 


more advi 
preserving thr 
manufa 
If the 
ground wire, be ure 
well as the 
tightened 


binding screw 


onnecting unl thi 


turer recommends a change 
mit ha i 
that this a other wire 
ire) firml under thei 
pective 
Trimming of the urface-unit 
vires for the 
ng to terminals is not 


ible if the 


good 


purpose of reconnect 
objection 
wire and its insulation 
condition and th 

length after 
trunming to allow the surface unit 
to seat m th ook 


ing top 


irc om 
romain ufhcient 


] 
quae iV in 


Since the w ining 


polarize d, you may 


Switches in all 
: 


ranges 1 work 
unit or its connecting 
fear of 


urface 


on a surface 


wires without suffering a 


hoc k if the 


turned off If you are 


wit h 
doubtful 


unit 





iif 
WOU ‘ 


certain V1 
whether it ha 
tf when it is supposed to be off 
test cach of the surface-unit ter 


minals to vith ou test 


actual] vitched 


ground 
lamp before you handle the wir 
or terminal 
When rep. ing a switch 
f ou must shut off the 
you handle the 
which serves the 


hye Ww 


entire 
nes before Viring 


witches and con 


Since 
method 


Infinite-control Switches. 


he design and _ testing 
make to 


ittempt to service 


iry from on mothe 
ou should not 
control mech 
tudied the 


in hand 


iny type of infinite 


nism until you have 
nanual for the 


Oven and Broiler Units. 


make 
These 
damaged during the 


oven. It is easy t 


irc sometime 


ming of the 


how an open-coil oven heater 
ould be damaged m this way, but 
en the heathed type get t 
hare of rough treatment 


lor « 


emptied fol 


Kam ple when the oven 


cleaning ometime 


vhen replacing the 
fails to pu h it back far enough fi 

if recepta le contact to get a 
rood “bite” on the 
vith the result 
highth 


contact 


unit the u 


| 
terminal 


that th terminal 


unit 


He vers 
ot thre 


only on the lip 

When the 
under such circum 
begins to flv and 
both 
contact ire ( 
Whenever you 


contact BY l 


oven 
turned on 
tance the fire 


before long terminal nad 


vereh damaged 
renew these termi 


nals and/or re to 


how your customer how to avoid 
1 recurrence 

Oven and broiler 
trouble to test, for vou can 


them out and series te 


unit i 


no 
natch 
t them in a 


minute or two 


Oven Temperature Control 
Most of these have a calibrating 
device: with some, a minor adjust 


iltering the 
position of an index plate behind 
the control dial other 
iny adjustment must be made on 
the control itself. Before 
tempt to make such an adjustment 
though, 
ult = the 
imanual for exact direction 

You can test an 


with 


ment may be made bi 


with som 


you at 
you'll save time if you con 
manufacturer's service 
oven control 


pons in ordinary mercur 
thermom 
method 


inevitable be 


typ good grade) ove: 
with thi 


cter, but 
testing maccurac' 


sonne 
iuse you have to open the oven 
door to read the thing. A thermo 
ouple-type oven tester, with which 
have the outside, 
therefore preferred for an accurate 
test 


ou can mete! 


When you do run a te mperature 
heck, no matter which instrument 
vou use, be ure to allow th 
thermostat to ycle two or thre 
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finn to sat ror overshoot 
ing betore pay much attention 


to vou reading Then 


Compare 
of the oven 
with that called for on the control 


lo find the te mpcrature, 


the mean tempcrature 


nean 


note the ute ind cutoff tempera 
ture ifter tl overshooting stage 
ha passe nad iVeTage them 
Lacking a ommended — testing 


temperature for the make in hand 


test at 400 degree 


When you ar 


where 


lime Control 
oven tail 


heck first the 
Rare} ! thi ( 


issigned to a job 


ure 1s alleged time 


contro] mntrol 


faulty howeve More often vou 
vill find its knob set for “timed 
bake when it isn’t time for bak 


Such an absurd thing 
with i 


new rang ecause the ustome! 


ing to pegin 
tandable rather 
familiar 
happen with 
believe it or not! 
faihure of 


expose the 


thoroughly 


But it doc 


ma not be 
vith it 
older range tou 
ome oven 
ours 1 have to 
onnections and check the 


of the o 


ontrol 


ontinuits en circuits from 


one point to mother, but be sur 
readily ACCE sible 
point first-and let the 


to remind you that 


to check ever 
preceding 
paragraph cryve 
obviou 


nothing is too ridiculously 


to preclude hecking 


Fuses. One blown fuse in the 
range circuit ifety switch often 
will bring the complaint that alk 
units will heat only a littl Be 
fore renewing the fuse in such im 


tance you 


in check for the po 


ibility of a short circuit or ground 
ihead of the range switches in thi 
manne! 

Shut off ever witch mn oth 


range so that it will draw no cur 
rent save that for the 
7) back to the safety 
30-volt test lamp tip 


timer, then 
switch and 


touch vour 


to the two terminals of the blown 
fuse while it till in place If 
there is no short circuit or ground 
thead of the range switches, your 


lamp should glow either not at all 
or very dimly, the latter represent 
ing the mall passage of current 


through the test lamp to the timer 
from half 


would indi 


motor. If the lamp glow 


to full brlhance, thi 


ite that a short circuit or ground 
ire exist ibne id ot the range 
witche In that ise, you should 
expose the nge interior wiring 


ind control connections in. ordel 


to find and correct the trouble b 
fore renewing the fuse But be 
ure to open the safety switch | 
fore you start probing among tho 
part 

On the other hand, if the test 
reveals no short circuit or ground 
ihead of th witches, you can 


check be 


mg a Vist 


vond them, first, by mak 


il examination of the sur 


Continued on page 95 
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Mr. Service Manager: 


Here’s the oven element you asked for — 





for 98% of your service calls 





Here is the first electric baking element 
especially designed, built and tested to 
beat replacement problems. No longer will 
it be necessary to carry large stocks, or 
wait weeks for shipment. The new Chro- 
malox electric baking unit comes in two 
sizes, to fit all regular and wide ovens with 
terminal openings centered in the back 
wall. Easily installed—only pliers and 
crewdriver needed. 

Field tested by the service department 
of one of the nation’s leading utilities, the 
Chromalox bake unit eliminates the old 


ONE STOP GETS THEM 





« _ 


hromalox M rotube® irface ts let you 


actically all range openings w y 4 adapters 


prong-type terminal block. In its place is a 
brand new nickel-plated steel hinge as- 
sembly (patent applied for) with perma- 
nent electrical connections. There’s no 
hardware on the floor of the oven either. 
Chromalox-patented legs with adjustable 
extensions lick the height problem once 
and for all. 


Your customers can clean the oven floor 
by merely lifting the Chromalox unit. The 
disadvantages of open coil construction, 
insulator breakage and terminal prong 
damage are gone forever. And they'll get 
world-famous Chromalox quality. For you 
that means satisfied customers, who will 
bring repeat business your way! 


Edwin L. Wiegand Company 


7525 Thomas Boulevard, Pittsburgh 8, Pennsylvania 


-F 


IMMERSION WATER HEATER REPLACEMENTS — Chro 


malox is the only supplier that gives you Immersion type 





ALL — SEE YOUR CHROMALOx DIST 


€ 





; t To install, insert unit in the adapter, attact units and thermostats for ALL domestic water heaters New Wrap-around water heater elements feature both ter 
hi ) through hinge hole in coil support. Insert the There's a flange to fit all tank openings. Just two types minals at one end, tree floating terminal block, spring 
ref 1 unit is ready for ection. Be sure to ask single or double throw—thermostats do the entire job of loaded mounting for better contact. Line is simplified so 
at ew 2600 watt Micro-Magic® Microtube unit. It replacing all types —immersion, clamped on, screw mounted that seven standard heaters and four standard extension F 
le aster-t ] pert 1 fits t arge ope And the same thermostats are used on most heaters as straps fit all 14-16-18-20 and 22 inch tanks 
ing rang Ofiginal equipment 
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New Products! New Protits! New Deals 








a te oe tm 














—all with 3 heat levels! 





Model P 18 $8.95* New ‘T’-Cordset Model P 17 $7.95* Illuminated push Model P 15 $5.95* Pushbutton con- Model P 14 $4.95* Pushbutton con- 


keeps illuminated control at finger button control, three heat levels trol, 3 heat levels. Waterproof; re- trol, 3 heat levels, moisture resistant 
tips. Waterproof; washable flannel Waterproof; removable, washable movable washable outcover cover, pad; removable washable flannel 
cover; pink, turquoise terry cloth cover, color red colored flower print on white flannel cover, turquoise 


TWO NEW DEALS! 


ES New 7-Pad Display Deal 


Buy 6, get one pad free plus free handsome wire display stand. 


YOU BUY: 2 P 18s, 2P17s, 2P15s 


m YOU RECEIVE FREE | P15, plus 7 pad pack 
9 permanent display stand, 

‘Total retail value $51.65 

Your cost $29.72 

- Your profit $21.93 

| YOUR MARGIN 42.4% 





Great New Display . . . Sensational 
new packaging. Each carton opens just 
like a book. Display in handsome gold- 


ny — \ colored wire bookcase that comes free 
_ with this offer. A real traffic stopper! 


NEW PUSHBUTTON HEATING PADS 


na “ 








EA New 


TI Plus 1 Deal 


Buy any 11 G-E Heating Pads of one 
model — receive a like model FREE! 


Buy ll... get 12! 


— 
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ftom General Electric... 





















— 
| The most modern in the industry! 
@ Revolutionary New Heating Unit! 
; For trouble-free operation! 
@ No Salt Needed! 
Uses ordinary tap water. 
@ Steams in 90 Seconds! 
@ 8 Full Hours of Steam! 
Operates all night without refilling. 
@ Automatic Shutoff! 
@ Pushbutton Switch! 
No need to disconnect plug. 
@ Medicatiun Chamber! 
Easy to fill—easy to clean. 
@ Two High Fashion Colors—Pink or Blue! 
@ Listed by Underwriters Laboratories! 
@ One-Year Written Warranty! 
Warms Baby Bottles, Too! $ Q5 
Remove plastic lid and Renee 
warm baby’s bottle to exact 
temperature in just a few 
minutes. A sales clincher! * Manufacture ended retail / Tra 
Now two new deals on this revolutionary vaporizer! 
Introductory offer: Baker’s Dozen Deal 
Seven Model V-1 $42.06 Buy 12 V-1, get one free $77.64 
Retail value $69.65 Retail value $129.35 
Your profit $27.59 Your profit $51.71 
Over-the-Counter Replacement... General Electric protects you A BIG 40% MARGIN E 
consumer good will with a written over-the-counter replacement 
) policy covering the complete warranty period 
General Electric ¢ Automatic Blanket and | in Dept ridges rt 2, Conn 
| Progress /s Our Most Important Prodvet 
L AE sxe iT 
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U COULDNT’ 


"MOVE" MORE... 
unless you 





a 


, e , 
PYYT? tit 
a, 


y 
Aithiven I tamed 


fuser AUVTOMATi« 
ticrvaere BlaNuey 
> . 


i 
J * eg 


_— “ met 
% Foes 


a 


= 19° 


RETAIL 


 Crestwoot 
Custow Foumed. 


FULLY AUTOMATIC 


ELECTRIC BLANKETS | 


Only Northern 
can offer you the fantastic Crest 





world's largest manufac in Colorful 


SELF- 
SELLING, 
DISPLAY 

Storage 
Carton 


PRICED 
.LOW FOR 
BIG 


AVAILABLE ONLY THROUGH VOLUME 


p>, YOUR DISTRIBUTOR SALES! 
Guaranteed by >) FULL PROFIT 


MARK-UP! 


turers 
wood line-— priced to outsell all competi 
tion—WITHOUT DISCOUNTING—and 
still allow you your FULL PROFIT MARK-UP! 
Crestwood even has quality features not 
found in competing brands at higher 
prices. In all models, sizes and popular 
colors to retail from $19.95! Don't cut 
your profits, sell Crestwood! 


Good Housekeeping 


%, 


NORTHERW ELECTRIC COMPANY, 5224 North Kedaie Avenue, Chicago 25. Illinois 


WORLD S LARGEST MANUFAC TURERS OF ELECTRIC BLANKETS AND HEATING PADS 
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Major Appliance Service 


CONTINUED 





f units and their connecting 
r( is well as the switches for 
len hort t () 
th vitche look = fe 1 smoke 
near the button haft 
ind b l mind th t 
tch which | ft 
thin it i ud has a lin 
7 > 2 | } 14 
If « th insto bea | 
icw the b fu ina test 
unit t t i tha 
j tell | t " mut 
iit faults 
A blown plug fuse ithin th 


| 
vill interrupt the low-cay 


| 
t reuit which serve the ce 


emence outlet, the variou light 


| other acee 


Mechanical Work 
Ilan 


Porcelain Enameled Parts. 


dle thes ’ though they we 
heets of gla And when install 
ing such part fit them carefull 


into place, using only your hand 


ind never resort to prymg bending 


pringing, O1 pounding Make sur 
too, that 
imnder the 


used for fastening 


you lip i resilient washe 
heads of screws that ar 
ind tighten th 
rews only moderatel 

Oven Door. 


not r quire 


Oven door prin 


much attention m 
nodcm range 
that both the 
hould work 


uggestion of crunching. Oc 


but keep in mind 
springs and hings 
moothly and with no 


w1on 


ills ou may need to adjust th 
pring tension and perhaps apph 
i spot of grease to points of tric 
tion to eliminate que iking In 


making adjustment 
iny of the 


Or Ih TrOnCWINE 


part remember that 


FROM PAGE 9 





intended to balan 
If the oven 
vith a broken door 
0 poorly adjusted that 
heavils 


door ind 


thi pring | 
the weight of the door 
used spring 

r with on 
the door wld fall open 
damage to the 


other costly part ertain to fol 
low 
Oven Liner. If Lal gene! 
i man handling 
t fo ten ran il] kl 
nough to w 
t th f het 
f ( id repla ) 
cn ’ Wh ur do, b 
ue ha ry material thing you 
need for the job as well as specif 
m the service man 


nstructions fh 


from the manufacturer be 


fore you begin—or you'll wish you 
had! With litth Opportunity for 
practice i liner job is no picni 


o brace vourself on that dav with 


heart breakfast 
Prove the Work 


rood 


It i idea to test 
part ot thr range on omplk tion of 


OUTS If th if 


1 repaint ion to assure 

vou haven't disrupted anything in 
the course of your work. Run a 
quick heat test on the surface unit 


previously explained herein, and 


ct the oven | 


control to a low tem 
make sure that the 


Ordinaril ou 


perature to oven 


doc hie it vould 


not necd to run a temperature test 


unt you have disturbed the con 


trol or received a Complaint of tem 


perature irregularities 


remove your greasy fin 


gerprints from the range so that 
improved performance will be the 
only reminder of your visit lend 


__ oer 





-— 
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Lau dives vou “prolit protection” and a Quality Selt 


Ultra-Twenty 


That’s why you are sure to have a top 
fan-selling season if you offer the rounded, 
complete Lau fan line! Famous Lau! This 
year miles ahead again in fan styling ...in 


performance... 


in beauty. Designed by 


master stylists to match every demand of 
modern interiors, these fans give you sales 
you are proud to make. 

Prices? This year Lau is more competitive 
than ever! Dealer helps? Loads of ’em, in- 
cluding some knock-down displays that are 
knock-outs! Advertising? You bet... good 
round-the-country television and radio par- 
ticipations that will sell your customers on 
Lau before they ever come into your store. 

But, more than any of these, there are the 
Lau policies that make it easy for you to 
enjoy a “profit protection” that’s unique in 
the field. Let the Lau representative give 
you all the details... today! 








(Models 2057-U, UB, 


UT, UP)—Four decorator colors! Re- 


cessed 
switch, 
Complete with spacers. Big 20” blades 
move 


] 


panel Saf-T-Eye, 
thermostat, electric 


3-speed 
reverse 


950 cfm.* 





Super Sixteen, Super Twelve (Models 


1 


657 


Cc 
~, 


1257-S)—Portable air circula 


tors, complete with Tilta-Breez stand 


x 
x 


E 


Comfort Grip” 


13 
16 


LE ¢ 


handles. Sixteen: 18” 


x 5%"; 3000 cim.* Twelve: 16” 
x 5%; 2300 cfm.’ 
TRICAL MERCHANDISIN 
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G « 





Twin Twelve (Model 1257-T)— 


s 
we 


——— 


a 
at 


Slim, 


trim, with new automatic thermostat! 
3-speeds. Lightweight, portable; hangs 


on casement window in seconds 
x32" x5%", Twin 12” blades 
3120 cfm.* 











Metdddls) 11) 


— 


16” 
move 


Special Twenty (Model 2057-RW)— 


Powerful low-cost fan. Electrical] 
versible! 5 position control 


adjustable spacer panel. Fits win 


y re- 


guilt in 


dows 


30” to 38%” wide. 20” blades move 
3950 cfm.* 
JUNE, 1957 
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Super Porta-Breez (Model 1657-SPB) 


—New mobile air circulator 


moved on non-scuff wheels. He 


justable stand, Full 360° tilt 
Super Sixteen fan 
in one space-saving carton, 


; easily 
ight ad 
Popular 


Shipped complete 





Powerflow Twenty-Four (Mod 
WR2)— Cools an entire home 
belt-driven, 2-speeds, electric 
versible 
26%" x 31" x 10" 


*( Equiv 


el 2454- 


Quiet, 
ally re 


Fits windows 31” to 36” wide 
Moves 5500 cfm.* 


NEMA) 


TROP eeeePeP POPE OPEC ESSEC E ECO OOS So 


CeSSSSSSSESSESHSSSESSSSSSSSHESSSESSSOFESHSTSESEEES 


move 


The Leu Blower Co 








Super Twenty (Model 2057-S)—P 
ular 20” portable air 


circulator, Au 


3950 cfm." 


World 
of Air-¢ 


Lartest Manutacturer 
mniditioning Blowers 





® 


LAU FANS 


THE LAU BLOWER COMPANY 
2907 Home Avenue, Dayton 7, Ohi 
Azusa, California. In Canada 
of Canada, Lid 

Ontario 


Kitchener 





te 


matic thermostat. 3-speeds, 22” x 22 
x 5'4", Spacer panels for window in 
stallation available. Big 20” blades 








~ 
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GENERAL 
MOTORS 








GENERAL MOTORS 


FRIGIDAIRE USES GI 


TRAINING CENTER 





to make the best service 


Wit you see here has never happened before 


in the appliance and air conditioning business. 


Now the nationwide network of General Motors 
Training Centers is being opened to the dealer 


personnel who service Frigidaire products. 


Those selected by their dealers can come here for 
complete training courses in product service trom 
fundamentals through “post graduate” training. In 
“learning by doing” sessions, Frigidaire professional 
instructors guide these men through the latest in 
service techniques on appliances and air condition- 


ing products. Schooling in customer relations and 

















FRIGIDAIRE 


Frigidaire — Built and Backed by General Motors 


courtesy is covered, too. They learn how to do their 
jobs better—right the first time—and at less cost to 
their bosses and customers. 

They learn what would take months—or forever 
—in the costly school of hard knocks. 

Frigidaire has always been a service-minded or- 
ganization. It has always provided its dealers with 
training programs and operating guidance which 
are frankly recognized as models for the industry. 

Such programs can't help but be reflected in the 
good name of Frigidaire and Frigidaire dealers who 
sell these proud products. 





JUNE, 1957—ELECTRICAL MERCHANDISING 











i ee 


e 


Typical General Motora Training Center, Pittsburgh, Pennaylvania, 


TRAINING CENTERS 
better still [ 


But they pay off in other ways, too. They've been 














a life-saver for dealers who, with the shortage of 
skilled men, would otherwise have had to train their 
own people. Most importantly, skillful Frigidaire 
, Service helps open friendly doors for Frigidaire 


salesmen everywhere. 


That's why we're proud to announce this new and 
important step in our service program. We're proud 
to show that one reason for our success is our policy 


of “taking care of our own”—the millions of people 





who have Frigidaire products, and the organizations 


who sell and service them. 


Classroom instruction on Frigidaire Meter-Miser refrigerating mechaniam. 


/s on the March 
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367 Million Messages 


Sell CLINTON ENGINES 


To Your Customers 
During The 
Next 4 Months 


SHOULDN’T YOU BE FEATURING 
THE GASOLINE POWERED 
EQUIPMENT WITH THE ENGINE 
FOLKS ARE MORE FAMILIAR WITH 


MILLIONS WILL SEE 
THE CLINTON NAME 

IN AMERICA’S LARGEST 
FAMILY WEEKLIES 


Lvery major magazine with a mi n circulation or 

more will carry Clinton advertising Prospects tor 
oline powered equipment will read about and be 

1 Clinton Engine y j nm tie nwith th 
sking effort. Send the 


how 


JH CITIES WILL CARRY 
CLINTON ADVERTISING 
LOCALLY TO MORE 
MILLIONS 


Ma ne Company 
Lngine Division, Dept 6-3 
‘ Maquoketa, lowa 
’ ‘ 
. nce ad end me complete tacts about the Clint ing 
tly @ 
, motion and what Clinton is going to do in my area 
ve wi t 
promote the sale of gasoline powered equipment 
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A Profitable Volume 








CONTINUED FROM PAGE 63 


Powerful ammunition against 
the often repeated complaint that 
color TV takes too many repair: 
ind service calls” is a battery of 
teel-file drawers in the Allen store’s 
office. Here, filed away are com 
plete records on some 50 color TN 
ets in the area, with the servic 
record for each thoroughly docu 
mented. Allen uses a clever stunt 
to assure the prospect that the 
documentary proof isn’t a put-up 
job. He asks the prospect to pick 
any letter of the alphabet, find a 
color IV owner whose name begins 
with that letter, and pulls out the 
ippropriate file card. In most in 
tances the cards show an averags 
of 2 calls over a year’s time, usually 
imple adjustments to the horizon 
tal or vertical circuits, or replace 
ments of small tubs All of the 
ilesmen dwell on the color TV 
wher, and invite the prospect to 
check pel onally if mor proo! 
vanted 


Store Demonstrations 


Pro pect ind homcowne! 
vhom Allen considers hot po 
bilities for color TV, are guest 
it regular] heduled Hou 


Parties’ built around color ‘I’\ 
One inducerrent which Allen Ap 
pliance has used steadily during 
the past several years to attract 
women is a free potted plant, either 
in azalea or camellia, which th 
Mississippi dealership gives out in 
lieu of the usual hot pad, pot 
holder, can opener, or kitchen 
gadgets. There are three straight 
hours of color ‘TV available on 
most evenings from either New 
Orleans or Mobile, which Allen 
Appliance upplement with hot 
oftee and refreshments, switching 
back and forth from the two tran 
mitters for top-attraction shov 
Ihe criticality of signal reception 
understandably emphasized with 
i thorough explanation of th 


manually-tuned antenna. ‘Maybe 

won't sell color TV to even 
bod t! ninger Allen tate 
but we ll be sure that all of our 
uests know that we have th 
equip it to tune in the col 
ncture t its best kind 
“— 


| TUBES 
TESTED 


tru! | 





NOW 


for the first time in the 
entire industry... 














7’ rotating floor display 
holds full line of Kolor- 
Brite Enamels 


MARTIN-SENOUR 


introduces 
Modern New 


FETTE 
EFFECTS 


Using Regular Kolor-Brite 
Spray Enamel 


@ Produce smart, unique spatter “ 'Fetti 
Effects" at the press of a button! 

@ 25 shades and accent colors to achieve 
an almost endiess array of decorative 
combinations! 

@ Famous Kolor-Brite quality gloss enamel 
in king size (16 oz.) spray cans! 

Get your share of this big new market! 

Wire, write, or phone: 


THE MARTIN-SENOUR COMPANY 


2500 S$. Senowr Ave. * Chicage &, Hlinois 
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hen they ask About Filters ” 









7, 


s+ 


Sell the filter 
with all these advantages: 


@) Easy to clean, [ini IS swept Into neat disposable 
rolls by the MOving filter, A quick wipe cleans jt 
no hard brushing Of mesh or screen needed. 

(2) Can't clog. Out in plain view, the Genera] Electric 
Moving filter can't clog. No danger of M€88Y out-of 
Sight trap impairing water flow. 

Q) All water is filtered, No by Pass Openings to let 
lint slip through to clothes, 


i 





Easy to remove, Handy filter slips on and off 
Without jamming ~NO spilling lint On clothes 


@ 
6) Durable filter, The large, metal, one-piece filter 





can’t wear out; lasts the lifetime of the Washer. 


Filters 6 gallons a minute. ‘Tho famous Genera] 





Here’s why the 
. | Electric Filter-Flo Washing System cleans and re 
id Cleans wash water at the rate of 6 Ballons a minute 
Genera eC i Sand and 80a8P scum automatically removed. 


?) No lint fuzz on clothes. Lint is caught in the filter 
- not in 80cks, linens or cottons. 


=] 
s © Detergent dispenser, too. The filter also dispenses 
detergent evenly dissolved through the wash. No 
= lumps can lodge in clothes to discolor them. No wait 
ing for washer to fj]] to put detergent in. 


9) Customer-tested, time-proved. The General Elec 
tric Filter-Flo Washer has been time-proved In hun. 


| dreds of thousands of homes. 
| 
Filter-Fig Washers now come in 3 Price lines. 
| Display them all]. Call your distributor today, 
Genera] Electric Co 


» Appliance Park, Louisville 1, Kentuc ky 


s N 1 ——— 
S 0 - Progress /s Our Most Important Prodvet 
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Here's where 


PORCELAIN ENAMEL 
is used...and why! 


Washer Tubs 


Scalding water and detergents 
do not rust or attack a Porce- 
lain Enamel washer tub 
Buckles, buttons, zippers, etc., 
won't scratch it 





Exterior and f 


ened because of Porcelain 
Knamel’s superior abrasion es 
resistance. Appliances are easy to 


keep kitchen-clean 


Dryer Drums 


The hard, glass-smooth, heat 
resisting surface of Porcelain 
Enameled dryer drums is easier 
on fabrics, holds up better 
under constant use 





interior 
Surfaces 


Porcelain Enamel’s extreme 
serviceability merits its use 
on all interior surfaces of 
home laundry equipment 
and many other appliances. 





Seer ee ee 


HOME LAUNDRY 


| 
WITH 


e 
orcelain | 











Repeat business is yours when you sell laundry appliances with 
Porcelain Enamel finishes. Why? Because discriminating buyers 
appreciate the many extra advantages this top-quality finish offers 
in beauty and service life. Your initial selling job is easier, and the 
unqualified endorsements of your customers mean additional sales 
both to them and to the people they “‘sell” for you. It is good 
business to open your sales story with the self-selling features of 
Porcelain Enamel 


Stays 
“like new’’ 






With a minimum of care a washer or dryer finished in Porcelain 
Enamel still looks “spanking new” after years of use. Being an 
inorganic finish, Porcelain Enamel does not stain, fade, peel or 
crack. No maintenance is required other than an occasional wash- 
ing with soap or mild cleanser. This quality contributes much to 
pride of ownership. 


THIS WALL CHART 


= 

7 pictures six convincing demonstrations of Porce- 

. lain Enamel’s serviceability. Heipful in making 
your sales talk. Send for two free copies for dis- 

L= =| playing front and back. 


a 
C- 
S 
oe 








= — 











EQUIPMENT 








= Decorator 
Coiors 


Yellow, blue, pink, green, white—whatever the color, if the finish is 
Porcelain Enamel, the color is permanent and will not change or fade. 
It won’t wear away, either, because the color goes clear through the 


coating and is not just surface-applied. 


3 Long Life 


Porcelain Enamel is created by fusing a 
coating of glass-hard minerals to steel at 
high heat. This results in a permanent bond 
that lasts a lifetime, and that retains its 
many serviceable characteristics indefinitely. 
Such durability appeals to every buyer who 
considers a major household purchase an 
investment. 


FRIT DIVISION 


PORCELAIN ENAMEL INSTITUTE, INC. 


Associations Building, 1145 Nineteenth St., N. W., Washington 6, D. C. 








for these products, too, 
PORCELAIN ENAMEL. 


gives you strong 
selling features 


_ 











REFRIGERATORS ... FREEZERS 


Porcelain Enamel is sanitary, eesy to keep clean, 
impervious to food stains and odors, and attrac- 
tive to the eye. 


Years of use have proven 
Porcelain Enamel the 
superior finish for ranges, 
built-in ovens and other 





cooking equipment due to its excellent and pro- 
longed resistance to damage from flame or high 
temperatures. 


———~ AIR 
CONDITIONERS 
Porcelain Enamel provides 
a durable, non-rusting finish 
for air conditioner cabinets 


and other components that 
assures longer service life. 








WATER HEATERS 

Rust and chemical corrosion can’t 
shorten the life of a water heater 
if it has a Porcelain Enamel— 
glass lining—interior. 











— 
“9 SMALL APPLIANCES 
Many small appliances are 
made with Porcelain Enamel 
parts to take advantage of one 


or a combination of its many 
service characteristics and lasting attractiveness. 





Gasuion 
fe PORCELAIN ENAMEL 





Fanny Eduard‘ 


says that this label identifies 
genuine Porcelain Enamel sur- 
feces on appliances and other 
products. It indicates to your 
customer that he is buying the 
finest available product. 


*Home Service Director 
Porcelain Enamel Institute 





PORCELAIN ENAMEL INSTITUTE, INC 
Associations Building, 1145 Nineteenth St., N.W., Washington 6, D. ¢ 


Please send me information about Please send me two free copies of 
Demonstration Kit, $5.00 each Wall Chart (front and back display 
Slide Film (On loan basis) “Prove for Yourself " Booklet 
Name 


Company 


Address 








Another idea from our 
Motor Repair Shop Reports 
that will help you... 


Motors with Klixon 
Protectors usually need 
only minor repairs 
—says eiectric motor 

repair company 


SARATOGA SPRINGS, N. Y.: Mr. Joseph Ovseovich, who 
owns and operates Joe's Electric Motor Service, knows the 
value of Klixon Motor Protectors and how they prevent 


motor burnouts. Here's what he has to say: 


‘In my experience, a motor to be rewound is more of an 
accommodation to my customers. When a motor comes m 
with a Klixon Protector on it, it's usually for minor repair 


— and my profit is better on that type of repair.” 


The KLIXON Protector is built into 
the motor by the motor manufacturer. 
In such equipment as retrigerators 
oil burners, washing machines, etc., 
they keep motors working by prevent- 


ing burnouts. If you would like in- 





creased customer-preverence, reduced 
Manual 
Keset 


service calls and minimized repairs 
and replacements, it will pay you well 
to ask for equipment with KLIXON 


Protectors. 
Auromatic 
Reset 
WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
“THE STORY OF THE SPENCER DISC.” 











METALS & CONTROLS |i] CORPORATION 


S pe nce Thermostat Division 706 Forest Street, Attleboro, Ma 
KLrx0N 
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Beware the Bad Government Check 





no IOoOngcr Wa eligible for 5137 it 


i month. A tradesman cashed it 


Repeat Endorsements 


4. Insist that a stranger endorse 
the check in your presence. If hi 
i it already has been endorsed 
tell him to endorse it again. Turn 
it over. Be sure the endorsement 
corresponds in every detail with the 
name of the person to whom the 
heck is issued. Not long ago a 
voman walked into a midwestern 
furniture store, ordered a bedroom 
uite, proposed that the store a 
ept a $30 down payment and give 
her $90 cash out of a $120 govern 
ment check with the understanding 
he would pay the balance and ar 
range for delivery a week ar so later 
Ihe salesman agreed, asked her to 
endorse the check She turned 
toward a nearby table and wrote 
omething on the back of the check 
She got her $90, and the salesman 
tossed the check in the cash regi 
ter Next morning the cashier 
found a line had been drawn 
through the endorsement and un 
derneath was the legend: “‘No good 
this check wa tolen The 
tore lost $90 because the salesman 
failed to check the endorsement 
5. Initial all check you. cash 
ilong with a notation of the iden 
tification offered, and the date. If 
the tranger show you a_ social 
ecurity or an airline credit card 
opy the account number. Such 
data may help investigators in the 
event the check was forged—and 
thus increase your chances of re 
vering your lo 
6. If vou have the lightest 


doubt about a check worth. riasist 
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that the customer make a purcha 
no matter how modest ind give 
him his change out of the cashed 
heck. Thi policy, desirable in any 
case, 1S imperative in the event you 
ire covered by forged check insur 
mice 

Practical] ill imsurance com 
panies stipulate that protection ap 
plies only if the bad check is 
accepted in the course of a pu 
chase. If you cash a forged chec' 
without making a sale you may find 


vou can’t recover a thin dime from 


the insurance compan Che gim 
mick is designed to discourage retail 
merchants from going into the 
check-cashing busin for a fee 


and then sticking the insurance 
companies for the lo 
Incidentally, bad check insurance 
ivailable to all small retail m 
chant I'he cost, however, is rela 
tively high. You must buy a d 


positor forgery bond first; thi pro 
tects you against losses in the event 


omebody else alters or forges you 
own checks. Then you need an in 


coming check endorsement to pro 


tect you against bad checks vou 
may accept from customer Ph 
imnmual minimum premium for the 
endorsement alone is $50 and in 
order to get it you must usually 


carry all your casualty and surety 
busine in the im ompan\ 
Moreover, no company offers 100 
percent protection against 1 forged 


incoming check. Your policy will 


pay you only 7 percent of your 
lo Thus if vou take a bad check 
for $100, ou 1] til] lose $25 


Your best bet is to take ever 
po ible precaution before you at 
ept checks—including government 


heck from strang End 
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FAST SELLING FOURSOME 


of General Electric-Telechron clocks 
styled to sell and promoted to the hilt! 
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Newly styled! Kitchen-Mate—Wall clock with smart 3D 
effect. Chrome color numerals and dial on white case 


New! Clarity —Low-priced kitchen beauty. Dial slants 
down for easy reading. Chrome color frame. White dial 


with red, turquoise or white case $4.98" copper color numerals on turquoise case $5.98" 








New! Galaxy—Trim feminine styling. Fully luminous 
alarm. Unique effect with stars on crystal reflecting on 


mirrored background. Gray case $7.98" 


New! Radial—Fully luminous alarm. Radiating lines on 
navy blue dial. Brass sweep second hand. Beige case $6.98* 
$5.98" 


Non-luminous model, ivory-cotor case 







mn 
Then new General Electric-Telechron clocks are 
loaded with the features that sell—style, price and 

performance. We know they’ll sell briskly because eae G E N E u A L &B E LE CTR | C 


we've pre-tested them all. Now we're going to i 
. 2 
make sure that the world knows about them. ¢. Neha, 
Df, 
G-E Telechron clocks will be featured in the c € LLON 
SUNDAY SUPPLEMENTS from coast to coast 
Call your distributor salesman and cash in on sa cae canal aah Micesiend Miele tie Tae 


fast, high-profit electric clock sales! 
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A 


A-ME Chemical Co 

Ace Products Co 

Air-d-lux Corp 

Aladdin industries 

Alladin Plastics 

Allied Basket Co 

All Luminum Products 

Allura Products 

Aluminum Cooking Utensil 

° 

Aluminum Goods Mig. Co 

Aluminum Housewares 
Corp 

Aluminum Specialty Co 

American Casserole & 
Specialty Co 

American Sponge & 
Chamois Co 

American Thermos 
Products Co 

American Windshield & 
Specialty Co 

Ames Co, O 

Ames Shower Curtain Co 

Ancher Hocking Glass Corp 

Arlingion Mig. Co 

Armor Bronze & Silver Co 

Arnel-Plostron 

Aricratt Wire Works 

Artistic Wire Products Co 

Artioom Carpet Co 
Chemical Products Div 

Artsam Co 

Artwire Creations 

Arvin Industries, Electronics 
& Appliances Div 

Arvin industries, Furniture 
& Houseweores Div 

Associated Furniture Mig 
Co 

Atlantic Cabinet Corp 

Averboch & Co 

Automatic Wire Goods 
Mig. Ce 

Autoyre Co 


BW Molded Plastics 
Badger Basket Co 
Balanced foods 
Ballonoff Metal Products 
Ceo 
Berler Metal Products 
Beacon Plastics Corp 
Rearfoot Airway Corp 
Beh Housewares Corp 
Bellaire Enamel Co 
Benjamin & Medwin 
Bennet-lreland 
Bernard Edward Co 
Bersted Mfg. Div 
McGraw-Edison Co 
Better Houseware Co 
Big Bey Mig. Co 
Bissell Carpet Sweeper Co 
Blisscraft of Hollywood 
Block & Co 
Representing 
Nelson Machine & Mig 
Co 
Virgo Mig. Co 
Block, 1. & 1 
Bloomfield Industries 
Blossom Mig. Co 








Bogene 

Boker & Co, H 

Benley Products Co 

Bonny Products Co 

Boonton Molding Co 

Borg-Erickson Corp 

Boston Woven Hose & 
Rubber Co 

Bestwick Laboratories 
Aerosol Div 

Branchell Co 

Brearley Co 

Briddell, tinc., Chas O 

Bridgeport Brass Co 

Brilllum Metals Corp 

Bromwell Wire Goods Co 

Brown, Inc, John Clark 

Bruce Co Et 

Bryant Electric Co 
Plastics Dept 

Buckeye Div Maraigian 
Corp 

Burgess Vibrocrafters 

Burlington Basket Co 

Burns Mig. Co 

Buroughs Mig 

Buxbaum Co 


Cc 


Cadie Chemical Products 

Cal-Dak Co 

Cambridge Teol & Mig. Co 

Camftield Mig. Ce 

Campro Products 

Capitol Products Co 

Cardinal Chine Co 

Carlisle Mig. Co 

Carlson Products 

Central States Paper & 
Bag Co 

Century Enterprises 

Century Products 

Certified Home Products 

Chain Store Age 

Cheatham Glass Co 

Chattanooga Royal Co 

Chelsea Products 

Chicage Metallic Mig. Co 

Chico General Products 
Corp 

Cincinnat! Galvenizing Co 

Circle Research 
laboratories 

Clark Co 1 ® 

Club Aluminum Products 


Corp 


° 
Cohn-Hall-Marx Co, Div 
United Merchants & 
Mifare. Co 
Coles & Co 
College Mill 
Coler Craft Co 
Columbian Enameling 
& Stamping Co 
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Columbus Plostic Products 
Comfort Lines 

Centinental Con Co 
Continental Scale Corp 
Continental Silver Co 
Cooper Thermometer Co 
Copper Brite 

Corbin, inc., ®. K 
Corduan Mfg. Co 

Corning Gloss Works 


Cory Corp 
Coughien Co., G. N 
Cromwell Silver Corp 


Crown Rubber Co 
Crown Senitery Products 


D 


Demer Products 

Depo! Plastics 

Datom Co 

Devis Mra. Co 

Dezey Cor 

Den Mig. Corp 

Dennis Mitchell Industries 

Department Store Economist 

Descoware Fonderie 
Emaillerie 

Deshler Broom Factory 

Detecto Scales 

Dominion Electric Corp 

Dor-File Mig. Co 

Dormeyer Corp 

Douglas & Co., David 

Dover Maid Industries 

Dover Stamping Co 

Drazen, N.E 

Dru (Evans International) 

Druid Hill Park Seed Corp 

Du-All Mta. Co 

Du-Fold Mig. Co 

Dupli-Coler Products Co 

Du Pont de Nemours & 
Co. E 

Duralost Corp 

Durham Mfg. Corp 

Du-Wal 


Eastern China Co 

Eastern Metal Products 
Corp 

Easy Day Mfg. Co 

Edlund Co 

Ehrlich, Lew 

Ekco Products Co 

Electric Steam Radiator Corp 

Elim Jay Metal Products Co 

Embee Metal Products 

Embree Mig Co 

Emco Porcelain Enamel Co 

Empire-Amerex Products 
Corp 

Empire Brushes 

Emson Corp 

Englishtuwn Corp 

Enterprise Aluminum Co 

Erie Mop & Wringer Co 

Esmond Mfg. Co 

Everedy Co 


F 


Falco Products Co 

Farber, inc, 5. W 

Farber & Shievin 

Federal Enameling & 
Siemping Co 

Federal Tool Corp 

Feemster Co, WR 

Ferry-Morse Seed Co 

Filray Corp 

Firelogs 

Ficher Plastics Co, Earl 

Fiambeau Plastics Corp 

Fletcher Enamel Co 

Foley Mfg. Co 

FoodCo Appliance Div 
Kitchen-Quip 

Forman Family 

Franklin Lock & Hardweore 
Mig. Co 


Fresh'nd-Aire Co., Div. af 
Cory Corp 
G 
G-H Specialty 
G 4% Metal Products Co 
Gailstyn Co 
Garner & Co 


Gem, ine 

General Electric Co 
Housewares & Radio 
Receiver Div 

General Slicing Machine 
Co 

General Textile Co 

Genoa Mower Co 

schke & Frey Co 

Gibraltar Households 
Products Co 

Gilton Mfaq 


Gitsware Corp 


Geuder, Pac 


Corp 


Glamorene 

Glamur Products 

Glazer, lou 

Glolite Corp 

Golden Star Polish Mfg. Co 

Goodrich Sponge Products 
6. F 

Gotham Industries 

Gray Co 

Griffith Laboratories 

Griswold Mfg. Co 

Gustin-Kramer Co 


H 


WH & P House Furnishing Co 
Heddon Products 
Hall Chine Co 
Hamilton Beach Co 
Scovill Mfg. Co 
Hamilton Glass Co 
Hamilton Import Corp 
Hamilton Mig. Corp 
Hamilton Skotch Corp 
Hampden Specialty 
Products 
Hancock Mfg 


Div of 





Handy-Andy Specialty Co 
Hendy Things Mfg. Co 
Hankscraft Co 

Hardesty -Quittner 
Hardware Age 

Harris Pine Bills 

Hort Products 

Hervell Mfg. Corp 
Harville Rose Service 
Harwood Co 

Heller Hostess Wore 
Heller & Sons, Morris 
Hemp and Co 
Herculean Appliance Co 
Herman's Novelty Mfg. Co 
Herold Products Co 
Hertzberg & Son, H 
Heymon Gloss Co 
Hillside Metalware Co 
Hirsh Mfg. Co 

Hirsh Mfg. Co, $. A 
Home Furnishings Daily 
Hoover Co 

Household Mfg. Co 





Kaplon & Sons, Joseph A 
Karmex Corp 
Karoff Driginals 
Keller Mfg. Co.,, H. Vv 
Kellogg Brush Mfg. Co 
Keystone Silver 
Kidde Mfg. Co 
Kimberly-Clork Corp 
Kirk's ted 
Kitchen-Aid Div 
Mig. Co 
Klasco Products Co 
Kleinert Rubiter Co, |. B 
Knape & Vogt Mfg. Co 
Knapp Monarch Co 
Knickerbocker Metal Guild 
Knickerbocker Rubber Co 
Koenen Mfg. & Engineering 


Hobort 


° 
Kord Mfa. Co 
Kordite Co., Div 
Kromex Corp 


of Textron 


loroman Co 

Lovell Mfg. Co 

Lowenstein & Sons, M., 
Eddifiim Plastics Div 

Lucent Corp 

Luce Reflexite Corp 

lux Clock Mfg. Co 


M 


Maggie Magnetic 
Magic Hostess Corp 
Magicolor Co 
Magle Products 
Magnolia Products 
Majestic Silver Co 
Make It Snow (Div. of 
Boyle-Midway) 
Manning Bowman Div 
McGraw-Edison Co 
Mapco Corp 
Mariun Mfg. Co 
Marshallan Mfg. Co 
Martin Rubber Co 


615 exhibitors will give you 
the big, true picture 
of your —~ at the... 


th. 


. 
>» 
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ATLANTIC CITY 
NEW JERSEY 


National Housewares Manufacturers Association 


[lncorperated notte: profit) 





Household Research Corp 
Houseware Sales Corp 
Representing 
General Wood Products 
Co 
Wm. B. Watkins Co 
Houseware Trading Corp 
Housewares Review 
Howell Co 
Hull Cutlers Corp., John 
Hull Silversmiths Corp., Div 
John Hull Cutlers Corp 
Hunter Metal Industries 
Mutzler Mig. Co 
Hy-Plone Mfg. Co 


Ideal Rubber Products Co 

imperial Knife Associated 
Cos 

Inland Mfg. Div 
Motors Corp 

Insta Products Co 


General 


Div of 
Knapp Monarch Co 

International Appliance 

orp 

International Molded 
Plastics 

International Oil Burner Co 

International Silver Co 

lona Mfq. Co 

lronees Co 

Irvin Ware Co 


J 


Jaxton Mfg. Corp 
Jeanette Glass Co 

Jiffy Enterprises 

Johnson & Son, inc, §. C 
Johnston Corp., Gaston 


K 


KVP Company 
Komensein, Inc, M 
Koemkap 


L 


La Belle Silver Co 
Lefayette Products Co 
Landers, Frary & Clark 
La Pointe Industries, How 
ard Dustless Duster Div 
Lasko Metal Products Co 
Lawson Co F 
Lea Fabrics 
Leiner & Co., Geo. § 
Leipzig Co., A 
Representing 
RH. Lyons Co 
Leipzig & Lippe, Inc 
Representing 
Eclipse Metal Mfg. Co 
R. Greenspan & Co 
Jobie Miq. Co 
West River Basket Corp 


Levitz, Harry 
Representing 
Eastern Frame & Mirror 
Corp 


Harle Specialty Co., Inc 
levy Bros 
Levy Sons, ! 
Representing 
U. S. Mfg. Co 
Lewal Industries 
Lewis Steel Products Corp 
Lewy? Corp 
Lifetime Cutlery Corp 
Lincoln Mfg. Co 
Lincoln Metal Products Corp 
Lisk-Sevory Corp 
Loeb, Inc., Ben § 
Representing 
American Family Scale 
Co 
Edlen Herman Products 
Hobson & Botts Co 
Martin Stove & Range Co 
Riverside Foundry Co 
Stoware, Inc 
Wott Pottery Co 
logan Co 
Loma Plastics 
Lonergan Mfg. Div 
McGraw-Edison Co 
lorch & Co., H 


Masonware Co 
Mastercrafters Clock & 
Radio Co 
Master Mfg. Co 
Master Metal Products 
Mastur Mfg. Co 
Mayer Co., William F 
Maynard Mfg. Co 
Maywood Furniture Co 
Mechanical Mirror Works 
Megal Mfg. Corp 
Melard Mfg. Corp 
Melcor, Inc 
Merit Creations 
Merit Enterprises 
Metal Box Co 


Metal Cabinets Mfg. Corp 

Metalcraft Mfg. Corp 

Metal Ware Corp 

Metropolitan Wire Goods 
Corp 

Meyer of California, Fred 


Meyer & Sons, W. F 
Midwest Mower Corp 
Miller Studio 

Milwaukee File Co 
Modern Carpet Sweeper Co 
Modglin Co 

Monarch Cabinet Corp 
Mouli Mfg. Corp 
Munising Wood Products Co 
Munsey Products 

Mystik Adhesive Products 


N 


N. Y. Standard Mfg. Co 
Nappe-Smith Mfg. Co 
National Brush Co 
National Can Corp 
National Engineering & 
Co 
National Food Slicing 
Machine Co 
National Potteries Co 
National Presto Industries 
National Products 
National Silver Co 
Neveo Wood Products Co 
New England Mop Co 
New York Lumber & 
Panel Co 
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Nicro Steel Products Co., 
Div. of Cory Corp 

Nome Lites 

Normar Products 

Norris-Thermador Corp 

Northern Electric Co 

Northern Industrial 
Chemical Co 

Northland Aluminum 
Products 

Nu-Color Corp. of America 

Nu-Dell Plastics Corp 

Nylonge Corp 

Nylony, Inc 


.e) 


0-Cedar, Div. of 
American-Marietta 

0-Cel-O, Div of 
General Mills 

Odor-Aire 

Oneida, ttd 

Orman Co., Leonard 

Osrow Products Co 

Oster Mfg. Co., John 

Ox Fibre Brush Co 


P 


P. BR. Mfg. Co 

Palace Metal Products 
Para Mfg. Co 
Parker-Gaines 

Parker Metal Decorating 


° 
Party-Q Corp 
Parvin Mfg. Co 
Patent Novelty Co 
Pearl Wick Corp 
Peerless Mfg. Corp 
Pennant Corp 
Peoria Metal Specialty Co 
Personal Products Corp 
Pfaltzgraff Potiery 
Phoenix Table Mat Co 
Plas-Tex Cor 
Plastic Metal Mfg Co 
Plastics Consolidated 

Industries 
Plastics Mfg. Co 
Plasti-Kote 
Plastomatic Corp 
Plastray Corp 
Plaut & Lederman 
Poloron Products 
Pomerantz, Inc., Julie 
Portable Electric Tools 
Postley, John E 
Premier Mfg. Co 


Prepac, inc 
Pressing Supply Co 
Pretty Products 


Prizer-Painter Stove Works 

Proctor Electric Co 

Progressus Co 

Prolon Plastics Div., Pro- 
phy-lac-tic Brush Co 


Q 


Quaker Industries Co 
Quaker Industries, Inc 
Quality Molding Co 
Quality Products Mfg. Co 
Quickie Mfg. Corp 


Raber Mfg. Corp 
Ransburg Co., Harper J 
Ransom Brush Co 
Raymac Cabinet Co 
Redmon Sons & C>., W. C 
Regal Specialty Mfg. Co 
Regal Ware 
Regent-Sheffieid 
Regina Corp 
Reliable Metal Novelty Co 
Republic Molding Corp 
Revere Copper & Brass 
Rhodes, M 
Richmond Cedar Works 
Mfg. Corp 
Rival Mfg. Co 
Roberton Mfg. Co 
Roberts Colonial House 
Robeson Cutlery Co 
Robeson Rochester Corp 
Robinson Knife Co 
Robinson Sponge Co 
Rogers Plastic Corp 
Rona Plastic Corp 
Rosenberg Bros. & Co 
Roto-Broil Corp. of America 
Royal Chrome Housewares 
Royal Pacific Co 
Royal Rubber & Mfa. Co 
Russokov Co. of America 
Rustic Crafts Co 


S 


S & F Company 
Sabino, Antonio T 
Safeguard Corp 
Salmanson & Co 
Salton Mfg. Co 
Sanitary Receiver Co 
Sani-Wax Co 
Sanjo Utility Mfg. Co 
Saxony Electronics 
Schiller & Asmus 
Representing 
Superior Paper Products 


Co 
Wing Brothers 
Schlueter Mfg. Co 
Scientific Silver Service 
orp 
Scranton Showers 
Div. of Scranton Lace 
Co 
Seal Sac 
Sessions Clock Co 
Seth Thomas Clocks 
Div. of General Time 
Corp 
Seymour Tool & 
Engineering Co 
Sheridan Silver Co 
Shetland Co 
Shirway Mfg. Co 
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Signal Electric Div., 
King-Seeley Corp. 
Silex Co 
Silver Chamberlin Co 
Skainy Basket Co., L 
Son-Chief Electrics 
Southern Fabricators Corp 
Spoce-Maid 
Spaulding Industries 
Special Products Co 
Specialty Steel & Wire 
Products Corp 
Speco Products Div 
Specialty Sheet Metal 
Mfg. Co 
Sperti Faraday, 
Cooper Hewitt Elec 
Div 
Stainless Ware Co. of 
America 
Stalfort & Sons, John C 
Standard Can Corp 
Standfast Products Co 
Stangerd Products 
Stanley-Oliver Mfg. Co 
Star Line Cabinet Co 
Steel Cabinets 
Stellad Products 
Stern, A. W 
Representing 
Atlantic Tubing & Rubber 
° 
Micro Moisture Controls 
Stetson China Co 
Stix Products 
Superior Electric Products 
Corp 
Superior Plastics 
Superior Rubber Prod 
Mfg. Corp 
Supreme Products Corp., 
Div. of American 
Safety Razor Corp 
Swing-A-Way Mfg. Co 
Synthetic Fabrics 


T 


Taplin Mfg. Co 

Taylor Instrument 
Compan 

Texas Feathers 

Textile Mills Co 

Thatcher Glass Mfg. Co., 
McKee Div 

Thermometer Corp. of 
America 

Thomas Co 

Thompson Corp., George $ 

Thurnaver Co., M 

Tipon Corp 

Tip Top Brush Co 

Titan Mfg. Co 

Toastmaster Products Div 
McGraw-Edison Co 

Toledo Guild Products 

Transparent Specialities 
Corp 

Trianon Ware 

Tricolator Mfg. Co 

Trio Mills Mfg. Corp 

Tri-State Plastic Molding 

° 
Turner & Seymour Mfg. Co 
Turtle Wax-Plastone Co 


U 


U. S$. Cocoa Mat Corp 

Ullman Co 

Union Steel Products Co 

United Plastic Corp 

United States Elec 
Corp 

United States Stamping Co 

United Wire Goods Mfg 





Mfg 


° 
Utica Cutlery Co 


Vv 


Vaughan Mfg. Co 
Vermillion Co., W. R. 
Victory Mfg. Corp 
Vivitex Corp 

Vogue Mfg. Co 
Voliman & Sons, S$. 
Vollrath Co 

Voos Co 


Ww 


Waco Products 
Wagner Mfg. Co 
Wagner Mfg. Co 
Wallace Products 
Wallace Silversmiths 
Wallkill Machine Works 
Waring Products Corp 
Washburn Co 

Washington Forge 
Washington Steel Products 
Watertown Mfg. Co 
Weber Bros. Metal Works 
Wecolite Co 

Weinman Brothers 

Weiss & Klau 

Welmaid Products 

Werner Co., R. D 

West Bend Aluminum Co 
Westchester Brickote Prod 


E.R 


° 
Westclox, Div. of General 
Time Corp 


Western Woods 
Westinghouse Electric Corp 
White Studios 

Wickford Products 
Williams Cutlery 
Wilmart Products Corp 
Wilshire Mfg. Co 
Wilson Specialities Co 
Wiss & Sons Co 

Wolf Mfa. Co 

Wolfe Products Co 
Wolff Products Co 
Woodpecker Woodware 
Wooster Rubber Co 
Worldsbest Industries 


Z 


Zachman & Co 
Zenith Metal Products Co 
Zim Mfg. Co 
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O’KEEFE & MERRITT 
Washer-Dryer 
O'Keefe & Merritt Co., 


3700 E. Olympic Bivd., 
Los Angeles, 23, Calif 


Automati washer-dryer 


ombination 
Selling 
pacity; automatically 
ind dries in 
flexible wash 


1S Trhith.; 


Device: 


Features: Has 8 Ibs. ca 


washes, rinse 


continuous operation; 
control washes up to 
automat water AVE! 


meters out minimum amount of 
water for proper wash and rinse of 
each load according to type fabri 
clothe 


trol automaticall, pro ides 


I ll vash to dri 


ind amount of master con 
entire 


vash cycle 


id e consists of warm 
imm deep mn 
] | 
vith associated fills and drains and 
1SsO pro id I 
t f wash time from OQ to | 
’ , 
] ( jutomatica 
' 
to miplete hill i 
ea is « 
{ t Wn 
' } ' { 
tec 1 j 
1 
t am it det if 
i } inf 
t te )« 
ny 
f h t fabri 
I i tl ad Cl el tion 
I I ral nl 1 cotton 
tl t } Titi | 
] lip | ith 
| 1 
1 { tin | n 
t Thy t pe, 
I jul i A 240 
try } disp nent enarate 
| i 
not driven drain pump 
I I 
safety device include dor 
if h: vater level vitch, motor 


rload; burner box safety thermo 
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ONE-MINUTE Waskers 
One Minute Washer Co., 
Kellogg, lowa 
Models: One-Minute has 
duced 2 new lines of 
and dryers—a Master D« 
luxe line and a Deluxe line 


intro 
automat 


washers 


Selling Features: Both lines include 
washer, and electri 
Master Deluxe 
line styled with bands of chrome 
feature soft 
Master 


(electri: 


in automat 
and a gas dryet 
both washers and dryers 
lighting of control panels; 
Deluxe dryer No. 77k 
ind 77N (gas 
drying action; controls may be set 
for “fluff” dry for fabrics 
heat, “warm” for 
woolens and fabrics that use heat 
up to 140 degs.; and “hot” for lin 
en cottons etc. that us up to 
180) deg heat.; the ilso” hay 
vay venting, a doubl 
door for snagproof drying drum 
Deluxe dryer 78K (electric) and 
N ra have ingle 


ill have conti 


provide S 3 type 


mirack 


that need no 


insulated 


control 


ilibrated in minut up t 

| fo! ti dryin tim 
ntrol dials on Ma Delu 

1} hit | { 1 l 13 th mod 
hy un nylon lint tra co 
enientl ite l on top nap ach 
if t | i | t h ind A t h | 
pens as easily from inside as out 


Automati vashe tyled ¢ 


match dryers: Master Deluxe N 
has a hot and warm thing t 
yre-select wash water te mperatur 
3oth No. 77 and Deluxe mode 
have 6-cycl vashing iction 
vhich includ 1 4-min. fill with 


tion of 5-min. fill for low wate 


pressure area 1-to-12 min. wash 
pray rinse i continuous cold 
deep overflow rin ind a third 


pray rinse at start of 625 rpm high 


peed spim dri Its possible to kip 


horten, or repeat any of 6 opera 


NEW S 


NEW PRODUCTS © 


tions; Il-piece seamless porcelain 


enamel tubs have 9 Ib. « ipacity; no 
lint trap needed: non-syphon pro 
tection provided snap-action cabi 
embly for easy 


net as servicing 





NORGE Washers 


Norge Div., 
Borg-Warner Corp., 
Chicago, Ill. 


Models: 3 new 
with snap-in automat lint filter 

hCW-5710P, FCW 57-10PT and 
FCW 57-1l0PTE 
Selling Features: 
filter 


wringer washers 


F M ivi 


wash and rinse 


screen lint 


drains water 





—_—_— 


ny tin metal pertoration 
| vended fin from isher VaAll 
| e full load |i the filt 
d nh place hb iT in 
| ] 
in. long ar 1, dec] 
filt CCI litt) mace: easil 
| 
m d from snap-in ill bracket 
ill lint oap residue ane 
? 
Automatic timers provide sele 


| 
tion of wash periods; power rins 


need for extra 
ip 10-Ib porcelain 
tub; adjustable safety wringer with 


balloon roll 


climinat 


tf capacit 


triple action agitator 
non tip design 4 h P motor: tran 
mission with 7 moving part 


Price: From $139.95 to $179.95 






ANNA A. NOONE ‘ 


MILLER Clocks 


Howard Miller Clock Co., 
Zeeland, Mich 


Models: 2 new 


choice of 4 finishes have been added 


low-cost units m 


to line of built-in’ electric wall 


clocks 

Selling Features: No, 6720, 

circular numeral indicators 3 in 

diam.: No, 6721 with 1A in. long ” 


in. wide bar 


with 


hour imdicatos 
hour indicators project ww in, from 
clock depth; both 
ivailable with satin bra 


black 


enter plat 


wall, giving 
models 
copper, aluminum, o1 hour 
indicators, hands and 
A choice of hands is offered for in 
tallation diameters ot to 
ind 15 to 24 in 


Price: liach model 15.9 





SCHICK Shaver 


Schick Inc., 

Lancaster, Pa 

Device: Schich Varsit haver ce 
igned for young man’s market 


Selling Features: New Magna-Mati 


motor i snap-on beard catch 


whiskit with pu hbutton releas 
for casy cleaning; new “ tand-up de 
ign tands on own base; availab| 
in 4 color red, blue preen: Te 
harcoal; Scotch plaid loth 


ing pou li 


Price 17.50 including pouch 
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OLYMPIC Air Conditioners 


Olympic Radio & TV, Inc., 
Olympic Bldg, 
Long Island City, |, N.Y 


Device: ©) mp istom line of 
UPC! Phin nd } onventional 
onditioner 


Models in both 


Pepootil iil 
Selling Features 

rT feature automatic thermostat 
ontrol with fhin model 


position push-button con 


Supe I 


trol peed fan i permanent 
filter Iwo of the } 


model ha 


clectrostaty 
conventional 
hed |-knob control the tw 


pu h-but 


ipl 
HTth} 


olt conventionals ha 
ton mitrol ill have hibergla 
hilt 

Supe Phin unit O4 in. high 
64 in. wide and | in. deep ar 
()1 ( lo iniper i; lip 
ini] md model O71 TO | 

t hip 

Conventional models a i¢ 7 
high 'O4 in. wid mad 308¢ in 
leep hop. OW OOD in 
deep ire No. OW 1) 
mp 4 hep ny Ni 
OW71L00D, 11 olt, | lip. No 
OWsloop 0 volt, | hop. and 
No. OW 200D O volt 2 hep 


\ll model cle wned tor flush 
mounting in standard double hun 


mao 





NORGE Ranges 


Norge Div 
Borg-Warner Corp 
Chicago, tl 


Mock ls Nor Hew mge tn 1 


hud ! il t ma ! j 

! tH i mod i ust i i 
fandard i I t 
Dt in i 

nice in 

Selling Features: Styling in 

i high-back | mel of Nored a " 
tinny OWwath brown fl " 
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ligh vith ial len built-in 


kitchen clock 


Vertical ! ile i which 
broils meat n both 1d it on 
ind 11) ipartmen ing ha 
been rest led md im Por ited it} 


entry located on night front unit 


nm automat evice tuat prevent 
mung food hing pal inl 
heating it mamtain 

tcmperatulr thermostatical oast 
momet minds a buzze hen 

neat reach elected temperatur 


isual indicator aids im determin 


ing temperature etting iitinat 
it ontrol pro ce 
iriecty of heats on each of 4 


fae units and automaticall 


main 

tains constant heat at an ettin 
Custom md Standard range 

have i Nar i] peed-broil vith 
i loom. oven om O wi. mod 
ind a t4 in. oven in the () 

model 1 storage drawer on nylon 

rollers in both size model cid 


resistant Titanium porcelain glia 
fiber insulation leveling rhidl 
flush-to-wall design are other fi 
tu 
\ plug-in thermostaticall i 
trolled red rriddl} omplet vith 
wd is available a yptional equ 
ment 
Price: rom 1/995 { | \ 
in, model to 9.95 for kD 
in. model. K-36270VB 6-in 
tical broil model 9.9 





DORMEYER Toaster 


Dormeyer Corp 
Kingsbury & Huron Sts 
Chicago, 10, tll 


Model \ 1) pop 
toast No. ¢ 

Selling Features: New mechanisn 
iser sets dial to tvpe toast desire 
heht, dark lden-brown) in t 
bread, toast does tl t—el 
tronicall letermin temperature 
f shee inserted: gau moisture 


ontent of bread and toasts it long 


cnough to cde clected ce 
brownne 

Iixtra wide well for waffl ken 
lish muthns, rusks and other fo 


too wid tO nventi 














WASTE KING Dishwashers 


Waste King Corp, 

3300 E. 50th St., 

Los Angeles, Calif 

Device: Waste King dishwash 


vith px ial Rinse By 


| injector! 


tc 
Selling Features: Injector system i 
ivailable i factory-installed O 


tional equipment on all 4 model 


) 


of dishwasher line; reservoir and 
iozzle for storing and injecting di 


tergent-type liquid located on in 


ide of dishwasher door for ea 
refilling t-0oz. reservoir hold i 
month uppl HOZZK inject 


tting agent into final rinse water 
itomatically so that 


clishe ind silver with 


water sheet 


pot produc ing dropl t 











MANITOWOC Built-In 
Refrigerator-Freezer 


Manitowoc Equipment Works, 
621 Quay St., 
Manitowoc, Wis 


Device: Manito zone built-in 
nbination retrgerator-treeze 
Selling Features: Combines | 


" 


ft. freezer pace vith a LO cu, tt 


frigerator, fitting flush into no mor 


ace than required for a conven 
tional 14 cu. ft. model equine i 
ompartment area of oni 64 X 
in, with depth of fom unit 
lelivered completely equipped for 


installation 6 easy-t 


install tep 
ealed } h.p 


ot 


ingle hermetically 
refrigeration system sits on top 
unit providing maximum airflow; a 
prefabric ited 
vith each 2-zone ha 


mw t st | | 


ventilator delivered 
i panel vith 


held in free 


JUNE 1957 


floating lot-desi 
construction has 
pendent 


ind refrigcrator 





sa : 
711; old wall 


separate, inde 
ooling systems for freezer 


each system has it 


own control; squared-up lines with 
isy-grip door handles; satinized 
taink finish; available with left 
x right hand doors; yellow inte 
ri! lide-out shelves easy to clean 


have anodized guard rails; glass-top 


tay-fresh vegetabl 


I 
uupermarke t 


compartment 
door provide pa 
or bottle pecial cheese and but 


ompartine nt 














GIBSON Freezer 


Gibson Refrigerator Co., 
Div. Hupp Corp., 
Greensville, Mich 


Model: Gibson 104 
freezer No. GUF-1]1 
Selling Features: Stores up to 
lb frozen food; offered 

matching G-100C_ refrigerator a 
Gibson Sweetheart pair; the 2 unit 
yrovide 21 cu. ft 
ombined width of 48 in.; new typ 
called 


harper freezing action 


u. ft upright 


with 


torage space im a 


ooling plate “Vreez-I1 
cooling pive 
in a continuous cooling surface run 
ning from top to bottom of freezer 
+ fast-freezing shelves; peac h porce 
lain interior with grey throat and 
gold colored shelf trim; 5 deep door 
convenient storag: 


helves provide 


for packages as well as 
both 


erator 


juice can 
freezer and matching refrig 
wailable with nght or left 


hand door 


Price: Freezer le than $250 
with matching refrigerator | 
than $500 


BRIEFS 


Stewart Industries of Indianapo 
Indiana, makers of Kitchen 

Aire exhaust tans, 
Kitchen-Air 


MnounNce i ih 


onversion kit to con 


ert wall model Kitchen-Aires to 
roof model \ modified moto 
over with clip replace ; regular 


motor covel ind 1 root cover 
modificd motor 
COVCI 


\ cw Iie if 


iilable in the 


plash plates a 
same electre 
Kitchen-Air 
come with ne 


uilabl ilk 


hoods 


} 
iSO aA\ 


plated finishes as the 
| he 


irv hardware, and are av 


range hood 


idths to match ill range 
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Never judge a book by 





Here is a General Electric retailer. 


its thickness! Warner Waide’s ‘“‘thin’’ builder order book, at left 





His store stocks a line that spreads from toys to appliances. 
Fairly typical. But here is the interesting thing: 


He’s got 140 builders on his books. 


In the last 1Y%2 years his sales to builders have 
gone from 0 to nearly 1,000 major appliance units 


HOW? 


This General Electric retailer is Warner Waide 


He is the general manager of Best Hardware 


and Appliance Company, Memphis, Tennessee 


Warner Waide figures his primary job to be 
the sale of appliances—one at a time, or if he is 


lucky, several at a time 


Two years ago, he began— with a plan—to get 
Best Hardware into the builder market. His plan 
was based on SERVICE to builders. He made 
three basic moves 


First, he built 2000 extra feet of warehousing 
space onto his store—and put in it a good selec- 


tion of builder-type appliances 


Second, he contracted for the services of a 


local artist—on a free-lance basi to draw up 


kitchen layouts 


Then, Waide put in charge of his builder sales 


Jimmy Foppiano, a man thoroughly acquainted 
with the builder business. Under him he put 2 


ELECTRICAL MERCHANDISING-— 
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service men, available to builders at all times. 

That was 2 years ago. Today, Warner Waide’: 
builder sales are up to his consumer sales-—even 
a little higher—-they now number 1,000 units 
And his profit in the builder market is very satis 
factory. He has already more than met his 
builder expenses 

Service, of course, is the reason for this success 
Waide plans in advance, uses his warehouse well 
Any builder in the area knows he can have his 
order in a matter of hours, knows he need not 


keep expensive plumbers and electricians waiting 


gives him a lot more profit than his “‘thick’ 





consume order ln wok 


for appliance deliveries, knows he has to pay no 


warehousing costs 


Warner Waide has now hired a woman to 
demonstrate his appliances in new homes, But 
she’s more than a demonstrator—she's a sales 


man, too. Result: more consumer sales 


The name Best Hardware is now as widely 
known among Memphis home owners as it is 
among the builders. And business is getting bet 
ter all the time. Waide will open a new store in 


East Memphis later this year 
* . . 


This man is just one of a growing number of 
General Electric retailers who have found suc 
cess in the builder market 

General Electric, as a matter of policy, encourages 
retailers lo sell to the builder market. For we believe 
that any successful retailer has the opportunity to 
make himself a profit on builder sales, just a: 
Warner Watde 1s doing 

Any way you look at it, making a profit is good 
for a G-E retailer. And what is 


General Electric retailers, is 


profitable for 
certainly good for 
General Electric 


General Electric Company, Appliance and 


relevision Receiver Division, Louisville 1, Ky. 


Progress /s Our Most Important Product 
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Amana UPRIGHT FREEZER. 
The only freezer guaranteed 
to outperform all others, has 
produced wide customer satis- 
faction, top profits for Dealers. 


Deepfreeze HOME FREEZER. 


This world famous chest freezer 
made only by Amana is priced 
to outsell competition and still 
give you a generous mark-up. 











- 


Amana FREEZER plus REFRIGERATOR. 
Here Amana design and engineering 
have obsoleted all competitive products 
as proven by the fact that 1 out of 5 
trade-ins for this unit is less than 5 yrs. 


old! te 
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Why 










BIG 


Abmana \s The| 


Realistic Thinking In 
Puts The 


a) Amana Products Are Well Made... 


Well Accepted . . . Well Recommended. 
Every single Amana product was conceived, designed and 
manufactured with just one objective in view: It must be 
superior in all ways to all products on the market, Amana’s 
rigid adherence to this policy of superiority of product has 
benefited Dealers two ways. One, the amazing pre-selling of 
prospects that results from the universal praise for Amana 
by owners of Amana products. Two, the visible evidence of 
unmistakable quality, beauty of design and outstanding fea- 


tures sets Amana products apart from all others. 





Aanana BUILT-IN FREEZERS 
AND REFRIGERATORS. Easy to 
sell, costlittle to install and pro- 
vide a.top-profit margin. The 
Special Amana Builder Plan can 
help you make many extra sales. 


can ct NOPE Oe 


AMANA REFRIGERATION, INC. Al 




















EASONS 


el Most Profitable Line You Can Handle! 


y Ing Product Design...In Distribution... And In Advertising 
The Amana Line In A Class By Itself. 


BA Amana Merchandising Assures Good | 3 Amana Advertising Expenditure Is 


ded. Volume and Realistic Mark-Ups To Off- One Of The Industry’s Largest. Amana’s over- 
é 

d and Set The Ever Increasing Cost of Running all national advertising program covering the entire line of 
ust be YOU a ae , cate ital ie . Amana products has built up a brand acceptance without equal 
nana’s i R usINess 1 OC ay. Amana has accurately ap- in the Industry! Today, the name, “Amana”, on a product has 
ct has praised America’s demand for its products. Amana Dealers come to be accepted as a guarantee of quality. In addition, 
ing of enjoy sufficient sales areas to assure volume business. You get Amana’s generous co-op advertising allowance plus well 
\mana full-price sales with generous mark-up because Amana does planned, well coordinated promotions brings customers into 
nce of not over-produce then force loss-leader sales with lowered your store... moves merchandise off your floor. 

ig fea- profits for dealers. Even in special promotions Amana Dealers 


on) ,.. . > : oc , > y / 
still get their full mark-up. Vhat’s why business stays good with Amana. 


} THE A 
Pst hel ptel 
PLAN 





















The Amana Plan for Better Living 


. the original and only truly enduring and successful Freezer Food 
Plan...is an outstanding example of the compteteness of Amana's 


approach to selling. It is the type of promotional thinking that keeps 





merchandise moving for all Amana Dealers! 









gy 
| y a 


i acai Renan 








LO 0 <#C4bé seneia 
PEEP 





PHONE, WIRE OR MAIL COUPON TODAY 


Amana BUILT-IN CENTRAL AIR 
CONDITIONING SYSTEMS, These 2 . 
and 3'2 ton units feature a simple | ; Amana Refrigeration, Inc. 


method of installation, reduce A 16, 1 
conta Ct tentsnndans 3 GREAT ROOM AIR CONDITIONERS. The sea inate 


profit opportunity for you! revolutionary DECORATOR lets owner: Gentlemen: I'd like to know more about building 
change panel fabrics to match any decor. 


The low price DELUXE’ and thin SLIM-LO profits with Amana. Send me information on: 


help make the Amana line today’s most 
complete for top sales and profits! 
* « 





[|] Freezer Plus Refrigerator [| Built-in Freezers and 


Refrigerators 
| |} Freezers 
[] Central Air Conditioning 


y . [ }] Reom Air Conditioners Systems 
Af Tie ( Sno ; Name 


AMANA, IOWA of 


City 











KitchenAid is a mixer 


.a food chopper 


.a vegetable slicer 





The KitchenAid Food Preparer offers unequaled menu 
flexibility for your customers. It is a quality product 
that is made to do the best job possible in food prep 


aration. The line of attachments is complete, designed 
for easy operation and perfect results every time 
KitchenAid has built-in power to operate all attach 
ments without the need for an expensive power booster 


It will pay you to stress this sales feature. And show 
your customers the exclusive Hobart planetary action 
that mixes just as thoroughly at bowl edge as at center 
Show them the attachments for chopping, slicing, 
shredding, straining and can-opening. Let them see how 
easy these attachments are to attach, use and change 


And another quality KitchenAid product is the electric 
coffee mill that offers the housewife the convenience 
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ea Can opener 


a colander 
and sieve 


profit-maker for you ! 


of always fresh, full-strength coffee. Stored in the whole 
bean in the glass container to protect flavor oils from 
evaporating, the beans are ground with the flip of a 
switch—as much as you need—as you need it. 


The KitchenAid Food Preparer is available in three-, 
four- or five-quart sizes. The 3C (three-quart) and the 
coffee mill are available in a wide range of decorator 
finishes and colors that are compatible to any kitchen 
color scheme. 


These KitchenAid products, and the famous KitchenAid 
automatic dishwasher, serve you and your customers 
as onty quality products can. 


Write KitchenAid Electric Housewares Division, Dept 
KEM, The Hobart Manufacturing Co., Troy, Ohio. In 
Canada write: 175 George St., Toronto 2. 


KitchenAid. 
The Finest Made... by eee 


The World's Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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HOTPOINT Refrigerator-Freezers 


Hotpoint Co., 
5600 W. Taylor St 
Chicago, 44, Ill 


Models: ‘Two 1 nbination 
door _ refrigerator-freezer 7EP18 
md 7 EW 12 

Selling Features: No. 7EPI18 i 
quire ime floor pace as conven 
tional | u. ft. models; has a total 
ipacity of 15.4 cu. ft. with a 


food compartment of 11.1 
u. ft., and a 7.3 cu. ft 
that holds 250 lbs.; Big Bin storage 
irea holds more than 4 gal. milk 
ind almost @ bu. fresh 
egetables; other feature 
1utomatic defrost; aluminum door 
helves for butt eggs, bot 


tle storage, and roll out adjustable 


freezer 


beverage 


include 


hees 


iluminum shelves for easy storage 
No. 7EW12, a 12 cu. ft 
has 91 
defrosting 
butter, 
bottle 


freezer 


Com 


bination separate freezel 


lb capacity; i4utomati 
iluminum door shelves for 
bottles, a tall 
rack in 


door plus an § frozen food pack 


he ese, ¢ LPs, 


> 


zone, 10 juice can 


we rack, aluminum glide out 
helves, twin porcelain enameled 
vegetable crispers and rollers that 
illow refrigerator to be rolled away 


from walls for cleaning 





AIR KING Fan-Light 


Berns Air King Corp., 
3050 N. Rockwell St., 
Chicago, 18, II! 


Device: Berns Air King 


ombina 


tion bathroom fan and light 
Selling Features: Provid entila 
t | lum ition f bath 
I il ta I mall 
kitch entilation p vided 
i n plow? blade 
id hea dut posture istant 
l¢ l t pel ite quiet! 
onca gla diftuser lens pro 
lare-free light from two 60 
vatt bulb triple rome plated 
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frame and grill; pressure wir 
prings allow entire frame to snap 
out and hang free for easy cleaning 
ind bulb changing, they also elimi 
nate grill vibration when fan is in 
use; fits between joists and can be 
used for vertical or hovizontal ex 
haust with a 4-in 


ind light can also be connected to 


round duct; fan 


separate switches for individual 


5 cfm 


operation; 17 
Price: $37 





PREWAY Range-Hood Fan 
Preway Inc., 
Wisconsin Rapids, Wis 
Device: Preway ‘‘Kvectaire” rang 


hood , and blowers 


Selling Features: Hood available in 
white, coppertone or stainless steel 
30, 36 and 42-in 


modern 


comes in 3 sizes 
wide to 
cook 


range; 


match counter 


units or any free standing 


blower units come in singk 
ind double types depending on 
need and provide glareless lighting 
over cooking area; “quick-in’”’ filter 
plate 


prevents accumulation of 


grease on ductwork leading from 
hood to outdoors; operates on 110 
volt, a.c. or dx 


pla shplate s avail 


ible in colors matching the Eve 


faire hood 





REFRIGERETTE Buffet 


Servel Inc., 
Evansville, 20, Ind 


Device: Wonderbar Refrigerett 
line has new refrigerated serving 
buffet Serv-Ette 


Selling Features: A portable lh 


pitalits bar with its own built-in 
ilent electric Wonderbar refrig 
erette for freezing ice cube md 
hilling beverage ind food cul 
tom built of hardwoods with \ 


matched rront panel in mahogan 
oak 


proof vOod-graince 


limed burn resist 


int ilcohol 


valnut or 


] 
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Formica; bottle stor ige 
doors of bottle 


ments have built-in locks and glass 


space at 


each end; compart 


ware racks; highball glasses in 
cluded; bar rolls on 34 in. rubber 
tired casters; overall size 48 in 


wide x 18 in. deep x 324 in. high 
Wonderbar is 


idditional colors including Chines¢ 


now available in 
modern in vermilion and ebony or 
jade; plain ebony or white; 2-tone 
combinations of white and ebony 
Refrigerated by 
electrically operated ibsorption sy 
that 


and IS 


or mint and jade 


tem freezes with no moving 


parts permanently silent 
> cu ft 


ice Cubes; portable, moves on leg 


cabmet holds | freezes 25 


ind-caster sets or on a 3-wheeled 


chrome Wondercart. or mounted 


on matching cellarette bases 





MYERS Water Softener 


The F_ E. Myers & Bro. Co., 


Ashland, O 

Device: New automatic, cabinet 
model, automatic water softener 
Selling Features: Preset controls 
enables installation in less” than 
half time needed for other models 


that require adjustment at time of 
instalation; connection of electrical 
ind mechanical parts and necessary 
only Ie 


piping arrangement ire 


quirements to ready unit for serv 
ice; a new mnovation, iccording to 


Myers, is a‘ 


ervicing 


unitizing Of parts for 
electrical 
ie separated from mechanical con 
trol b cable 


ion of electrical control 


each controls 


plugan climinating 
ind 


oro 


making service and replacement of 


parts easier flexible control 

tem and a valve with low pressure 
lo Iso inplifie ervice prob 
lem 1 12-day precision clock con 
trols regeneration cycle of unit 


loch ct at installation 


| thine of 
iutomaticall 


regenerates every |, 


days, OL more often depending upon 
hardin of water and usage; brine 
md ftener tank coated vith 
cpo paint to withstand corro 
ion; White baked-on-enamel table 


top cabinet; chrome trim 


! 





NORGE Water Heaters 


Norge Div., 
Borg-Warner Corp., 
Chicago, tll 


Models: New line of Norge 


heaters include 52 gas and electri 


wulcr 


models with capacities ranging up 
to &2 gal 
Vhirec 


linings 


Selling Features 
tank 


stone availabl 


type ot 
galvanized 
in both fuels 


stand 


storage 
glass, 
a 10-year protection plan ts 
ind on glass and stone lined models 
1, 5 and 10-year plans on galvan 
ized models 

Glass fiber thick 


of l-piece construction combines 


insulation 3.n 


with heavy-gauge jacket to insulate 


igainst heat-loss; automatic electri 


) 


models come in 30, 40, 52, 66 and 


82 gal. capacities; feature long-lite 
wrap-around elements located out 
side storage tank to give more eth 
cient heating and prevent failure 
formation and corro 
pecial baffle pre 
cold 


mixing directly with hot water 


due to lime 
ive water action 


vents mcoming water tron 


Price: From $64.95 to $194.95 on 
galvanized models $114.95 t 
$189.95 on glass-lined models; and 
$129.95 to $214.95 on stone-lined 
heaters 

BRIEFS 

Dormeyer Corp., announces that 


ill-chrome 


the Silver-Star mixer—an 


ind stainless steel mixer with grind 
img, slicing and shredding attach 
ment vill be sold at a onewanm 
price, complete with attachment 
for the first time—no extra charge 


for the grinder, shredder or slices 
In addition to mixer head and base 
Silver-Star is 


tainle 


the Hew 


with 2 steel mixing bowl 


Tools of Milwau 


Cummins Power 


equipped 






kee, Wis,, announces a new 2-speed 
angle nead attachment for 4 in 
dull Ihe angle head swivels t 


160 de v i 


to get into all tight spot 


iny position in full 
, Oper ite 
it high or low d (2 to | 


pee ratio 


price $19.95 


Sunbeam Mixmasters are now a 


al 


i 


ible in a choice of white, pink 

ellow, turquoise or chrome nd 

retail at $45.50 without juicer an 
1.50 in chrome 
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Television 


NEW PRODUCTS. .. +» and Radio 


colored leatherette les UHI 
contains 21-in. (diag. measurement 
letrod 


tuner, power transformer hassi 


ind VHI 
ibinet have pecn 
depth of 133 in 


cabinet ha 


ignals; 14 in 
hortened to 


main portion ot 


with mahogany 


picture tube vitch-type 


ribbed platinum-colos 





duminum on which controls are 
trol low ited front l 


carrying handle slant 


built-in antenna and top front con 


molded plastir 


Clock 


5578 have 5-tubes including recti 


toward rear radios 5571, 5572 and 


17-in, set is similar in design with 
fier, printed wiring, loop antenna; 
No. 5578 has slide-rule tuning, the 
others have dial-type tuning, in 
each the clock is located at left 
in beige and ind radio id controls at 
right. No. 5571 (ivory or green) 


carrying handle that retracts into 





et when not in use. 14 in. set 


HOTPOINT Portable TV Sets 


Hotpoint Co., 

5600 W. Taylor Rd, 

Chicago, Il! 

Models t new 14 and 17-in et 
in Hotpoint 1958 line 


comes in brown and ivory; red and 
ivory or sea green and mist green 
17-in. model come: peaker 
vhite, turquoise and mist green Or 
New chas ind 5572 
a 41 mf IF plus an iutomaty 


extra oscillator shielding. 14 in 


charcoal and mist gray charcoal or flame) have 


is include on-off” and alarm set 

- ° dec ‘ 
Selling Features; Included in lin sings and on dhecteic equlinnes wi 
ire two 14 in. and two 17-in port 





ibles; all have lightweight alum a Tac, Se oe my ii sith 
num cabinets a ailabl " for Vill ( ae ee ne we Paar “ i ee - oe 
Clild I Vitcil VOTY O Whe Ce 
rod ad a pior oapedomgee ANDREA TV Console 14-in, models also use a new ger rane MOREE Reve SANE mn 
that give hifi FM sound; sight and Andrea Radio Corp., ee eee eee , cone Sareea, vege 2 er 
SN tains “Ao * nada edt 27-01 Bridge Plore Ni, Prices: From $139.95 to $149.9 printed wiring, loop waging es 
lool Ege Fee ae vith best Long Island City, 1, N. Y for 14-in. sets; and from $169.95 to “3 4, Il IvOry OF £reen pies a? ; 
ound: elerten bat focus pictur Device: Andrea custom-built ‘T\ 179.95 for 17-in 8 or turquoise, No 790 = 
Sie dik ceatdiattas seai, Elias onsole. Kentmore Prices: ran istor, $ 9 | porta 
. ble >31.95 to $39.9 clock-ra 
en an low olta A - Selling Tl catures \ lin ct , 599.0 ; $440 ane 
leflector ke and shielded tun housed in traditional ibinet f ad ls $19.95 rid $749 — 
ill models ha 110 deg. pi hardwood solids and veneers in a? sae 
ture tubes that increase viewabk } finish natural mahogan 
ea up to 124 percent; reduce blond inmut-fruitwood ind 
erall weight much a per ebony; bi-fi picture control; hori 
nt and permits cabinets almost 4 zontal, single unit design cha 
in, shorter; depth from front to emplo ‘ tube heavy-dut 
back is |e than width from. sic transformer and inverse feed bach 
to side: 90 deg. tube has | veight ound amplifier; cadmium plated 
ind greater iewin rea 14 in chassis with all omponent ove 
models weigh 24 Ib ln oma ized and climate-sealed 
e] () Ib Price: rom $ 1.95 in mahogan 





All models have built-in antenna 


that pops up from insict ibinet 


ARVIN Radios 


ind vivels for reception: high im 
haded  satet 
mtrast: cab 





Arvin Industries Inc., 
Columbus, ind 


Models: 9 ne 


pact reen nuard 
window for harper 


highlight 


mode | 


nets come m red and sand, o1 : 
hades of green; deluxe 17 in Arvin 1957 line of 19 radio PILOT Hi-Fi Phono 
models come in beige and grav: all Selling Features: New models in 


Pilot Radio Corp., 





OLYMPIC TV Set 
Olympic Radio & TV Inc., 


Long Island City, 1, N. Y 





G-E TV Sets 


General Electric Co 
Electronics Park, 
Syracuse, N. Y 


Models: G-E. 19 line includes ( 
portable ct 

Selling Features: Included are thre 
14-in. and three 17-in. models all 
Lise 110-deg 
tube with 108 sq. in. picture in 


14-in, sets and 154 sq. in. in 17-n 


iluminized pu ture 


set 14-in. models weigh 24 Ib 
17-in, 30 Ib ill will be availabl 
with UHF at extra cost improved 


ippearance carries color to back of 


clude a transistor and 3 3-way port 
ible 3 clock radios and 2 stand 
ird table model 

l'ransistor 
pocket portable; weighs 1-lb. and 


model 5 O 1S l 


is 6 § in. tall L in. wide and 
1-§ in. thick; ha 


inl unbre ik ible 


transistol 
plastic cabinet in 
black or turquoise; features thumb 
knob 
earphone accessory 
volt battery 


way port ibles have 


tuning, a\ provision for 


powe red by 9 


t-tubes and 
i selenium rectifier; avec: 
wiring; rod-type Magnetenna. No 

71 has 


printed 


textured gray tweed 
No 8572 


has leatherette cover in green o1 


Arvinyl aluminum case 


light tan; No. 8573 comes in red 


or turquoise leatherette Arvinyl 


37-06 36th St, 
Long Island City, 1, N. Y 


Device: Pilot knsemble PT 1 
hi-fi phono 
Selling Features: New Williamson 
type aimplifier-preamplifier No 
\A900 with undistorted power out 
put of 10-watt 


U-watts; new way 


onsol 


ind peak output of 
pe iker system 
with 3 speakers each in its own en 
losure for acoustic isolation; new 
iutomatic shutoff control; Garrard 
No. RC 12] 
record changer with manual posi 
tion: G-l 


ridge with diamond stylu 


t-speed automati 
magnetic pickup cart 
for long 
playing records; 3 posiuon speaker 
elector switch; contemporary cabi 
net with concealed castors in cordo 


van mahogany, blonde mahogany, 


Device: Olympic 21-in. table ‘TV, et 
Rockland No. 1TY9S] 


Selling Features: Cabinet covered 


concealing or eliminating all ill have 


intennas in handles; each cherry 
1 74-volt A battery 


1O-volt B batter 


mahogany and American 


protruding ontrols possible is powered by 


built-in telescoping 


walnut 


intenna han ind a Prices: From $279.50, in Cordovan 
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your refrigerator sales a shot in the arm this summer... 
























2 ) F ial 
yi NORGE Refrigerator 
| You Sell! 


Call your NORGE Distributor for full details 
— complete Promotion Package! 


Hottest Refrigerator Promotion of the year— 
irresistible sales appeal for Mom, Dad, the kids! 


re a Lightweight plasiic—a child can carry it! Sefe, 





unsinkable, tip-proof — Styrofoam equipped! 


ss aan | (a a | Wee. Gam. 
oe ltrs NORGE ‘Big Freeze’ 

, }! “ / Refrigerators for ’57 Reversed a 
Whole Industry Trend... 















They sent retail prices down shaking pricing, the Norge line 
dealer profits up— they removed this year has features you won't 
the squeeze on mark-ups! find on competitive refrigera 
And even despite this earth tors listing from $400-$500! 
Shert, Short Line concentrated on the Hot, Sersational Pricing that re 
capacities and features that cover 89% verses an industry trend and gives you 
of the consumer demand the best-planned step-up in the industry 
oe Super Fast Turn-Over to keep your Full Retail Margins for the dealer 
FULLY +. 9 . . inventory fluid and fast moving small, medium, large... all dealers 
AUTOMATIC ’ 
DEFROST gf Se  ,)/) =| 
itil Ah e-paper ¥, 
e Berwclassap dines. THE PLAN: 
. may be your own! 
S7 NORGE 














Double 


DEALER PLan ty 








Ry © ER ip Bw is The Dealer Profit Line 





NORGE SALES CORPORATION, Subsidiery of Borg-Warner Corporation, Merchandise Mart Plaza, Chicege 
54, Wineis. Ceneda: Addison's Lid, Terente Export Sales—Berg-Warner international, Chicago 3, iilinols 
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ADMIRAL Radios 


Admiral Corp., 

1191 Merchandise Mart, 

Chicago, 54, til 

Models new Admiral port 


j , 
rad m a.c.-d hatte ind ft 


I2-volt alltransistor battes ct 

Selling Features: All ha nbrea 

iby] ; el is / if r 
ind Tl l md cle 
th ( ith rain fabr 
( n a he I ok 

| nted rout ith nponent 

mn ted | imifomation t )) 

intenna that tate toward ta 


tion and sn i 


dle when not in u 


lransistor portable P 
ind d have ¢ transistor 
black, tan or turquoise fini li 
l and 237 have transisto 
black tan finish; play up to | 
li ! ordinary flashlight bat 
te vhich delive | olt 
transistor reuit 
vil portable No Q) 
| mid | mtain tubs 
luding a selenium ctiher; b 
tery 18 automatically disconnected 
vhen plug is removed for msertio 
mto a.c, or d ord can be stored 
itt et. have Nloroce red. tan 
turquoise hint hy 
Pric cs Aa Hiael dy ini 
1.95; 6- transistor model 9 


transistor models $69.9 


PARROT Pocket Portable Radio 


Polyrad, (importer) 

7 Arcadia 

Cincinnati 

ET. Conrad & Associates 

516 38th St, N.W 

Canton, Obio (Nat. sales agency) 


Device Parrot ocket portable 


radio 
Selling Features 
uperhet iio 


md 4 ub-muiniatu tul 
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NEW PRODUCTS .. Radio and Phonos 


Tar udspeake Olume through 


it Ss in. dynam 


»pe iker: pols 
ibinet in colors; measure 
4x14 in.; cowhide carrying cas 
ind strap, and a hearing aid ear 
listening 


with imry 


phon for private 
Price 4.95 


Wivy cus ind 


complete 


iphone 





OLYMPIC Transistor Radio 


Olympic Radio & TV Inc., 
Olympic Bidg., 

Long Island City, 1, N. Y 
Device ()] piu ll-tran stor port 
ible radio No. 66¢ 


Selling Features: Weigh 
vith one long-life 


154 oz 


complet batter 


contams 6 transistor iVailable in 
red, green, gray or blue with leather 

1S¢ ind houldes trap in 
high th ice md Ison deep 
Price: $59.9 complete 





¢# 


PHONOLA Phonographs 


Waters Conley Co., Inc., 
Rochester, Minn 


Models: 10 new Phonola phono 


models m me hne mecluiding duo 
fh and hie model vith ind 
peak mad aut t nodel 
Selling Features: \“ | peed 
phono ha t-position speed clecti 
fo | incl pu record 
inagic 4 m cent ontoured 
turntable; 4 im. Alnico V_ speaker 
inplitre powered ith | tube 
pli trom ectihe n-ott 
yum ntrol hehtwemht meta 
tone arm; lock clip tone arm-test 
portable wood cabinet. cc ed in 
' t. p xviin coated 

No yon pla ill 

t all shun id ton 
nt turn tridoe vil 

ipphire need isset and 

whit 1 cabmet 





No. 557 Duo-Fi ha 


mg 4 in 


twin match 
peakers precision-built 
with bal 


turnover cartridge with 


high output amplifier 
inced tone 
dual ipphir 
vlite cabinet pe iker open 
ing acoustically baffled to produ ( 
every tone 

No 657 hi-fi, has 54 in. and 4 


iD pe ikes to give 


need green and 


large 


concert-hall 
with OU to 
idjustable vol 


ume control: new tone arm with 


tone hi-fi chassi 


10.000 ps range 


humiudity-free 


cram irtridge plu 

turnover ipphire needle + peed 

clector idet blue md white 
itherette 

No 5 Phonola-Matic with 


iutomatic record changei plar 1 ¢ 


} ind rpm records auto 
matically; crystal cartridge has turn 
ver sapphire needle jam proof 
mechanism plays 12 10-in. record 

14 7-in. records with intermix 


of any size at same speed; built-in 
provision for 4 
off after last re 
rille set in mist blue and white 
unulated leatherette 

coated | -tubs 
rectinie 
twin matched 4-in 


mounted vertically; auto 


rpm idaptor hut 


ord is played; woven 


pyroxylin 
cabinet wmplifies 
plu | electron 
No, 857 ha 
peakers 
matic changer plar + peed 
irtnidge wih 
iutomaty +5 idaptor 
grille set 
ator leatherette 
tone gre cuff and iter re 
Concert hall tone 
tubs ind | ele 
ontrol panel on 
tuning with lid closed 
N 956 Thebi Phonola-Mat 
dual speaker system ha 
plus a 53 in 
baftled itomati 
plays 10-1] or 12-10 ind inter 
ITiLN hut oft iutomaticall 


( bon 


turnovel ipphire 
nec dle 


mitrasting woven into 


ral covered 

stant 
implifies with 
tronic rectiner 


outside permit 


1 On 
" ] 
peaker; acousticall 


record changer 


nap-on tone im rest 
leatherette overing; hi-fi chassi 
vith pecial feed-back reuit 

, control 

Hi-Fi Phonola-Mat 
pe ikers ind 54 an 
baffled t 


| p outside 
No. 9 
ha dual 


peakel icousticall 
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match case resonance; automati 
record changer that plays 4 speeds 
ind shuts off automatically; snap 
irm rest; brown and white 
leatherette feed-back hi 


fi chassis with 50-12,500 cps rang: 


on tone 


covering 


outside contro] 

No. 1057 Phonola 
Matic has triple speaker system: a 
6 im. and two 4-in.; 
baffled; 
with 4 speeds; long life, ceramic 
cartridge, 


uper hi-fi 


acoustically 
automatic record changer 
diamond 
needles; plays 10-12’s or 12-10’s or 
intermixes 


turnover 


automatic shutoff; snap 


on tone arm rest; luggage tan cab 


inet cover; hi-fi chassis has 3 


tubes including rectifier; 50-12,500 
cps range variable control: 
No. I] Hi-li table phono 


has dual speaker system with a 
j 


6 and a 54 in. speaker; automati 
hutoft 


wood 


itomatu 

crafted 
walnut or 
hi-fi chassis ha: 
rectiher 


record changer; 
full-grained hand 
cabinet in limed oak 
tubes including 
with 50-12,500 cps range 
simplified control with full rang: 


volume plus tone controls 





FANON Intercom 


Fanon Electric Co., 
98 Berriman St., 
Brooklyn, 8, N. Y 


Device: Monitor, No. kM-( 
com unit has been added to line 
May bi 
with up to 5 


inter 
Selling Features: used in 


conjunction remote 


tations; permits conversation be 
tween master and any or all r 
mote new feature allows direct 
remote-to-remote communication 
icting as a switchboard pilot 


lights, one an on-off indicator the 


other a busy signal is on onl 
when conversation ire taking 
place 3-tube ymplifier circuit; suit 


well as for 
office, or fa 
front 


everal decorator colors 


ible as bab itter, a 


use in modern home 


tory; satin-coppet panel in 


Price: $37.50 for master control 
unit; $13.25 for each remota 

TV Brief 

Koch’s T'V wheeler—a portable IN 


table with free-rolling ball bearing 


vivel caster ’ innounced — by 


George Koch Sons, Evansville, Ind 
Double is a hoste cart or table 
on wheel helf space it bottom 


34 in. to top of table; 


) 18x15 in 
table area 


comes in black 


Cllaline 


4 in. high to top of handle and 


| 
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NEW! VALUE-PACKED CALORIC GAS 
RANGES WITH “‘ROTO-ROASTER”’ 


Show this new “Two” series, in 20’, 30’, and 36” 
widths, and you're all set for a “‘sales caper.” 
They’re the best-looking, best-cooking ranges for 
the money your customers will find anywhere! 


ALL-NEW FEATURES such as Roto-Roaster a new 
oven rotisserie for cooking moister and more flav- 
orful meats, eye-catching chrome, ice-blue back- 
guard trim, and long bar-type chrome handles 
assure sales appeal! 


ALREADY-FAMOUS FEATURES ~ hi-speed top burn- 
ers, big 4300 cu. in. oven, and all-porcelain enamel 
-—keep sales climbing. 





take a giant step...cash in on the 


SHOW THESE TRIED AND TRUE 
SALES SUCCESSES, TOO! 


CALORIC ULTRAMATIC GAS RANGES in 24”, 
36”, and 40” sizes, with Thermo-Set top burners, 
Roto-Ray Barbequer, fluorescent lighted back- 
guard, choice of six range colors. 


CALORIC BUILT-IN GAS RANGES the ultimate in 
modern style and convenience. Separate oven- 
broiler and top burner units can be installed side 
by side or at opposite ends of the kitchen 


CALORIC APPLIANCE CORPORATION, TOPTON, PA. 
RANGES + DRYERS + BUILT-INS +» DISPOSERS 
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THERMC-SET TOP BURNER now, more than 


a most wanted Calorie cooking feature. It holds 


heat at the exact temperature set, makes every 
pot and pan “automatic.”’ Demonstrate it 


AVVLIANCE CORPORATION 
DEPT, EM-K, TOPTON, PA 


Please send me more information on the new 
Two" Serie 


NAME 
ADDRE 
CITY 





Only General Electric Refrigerators 
rit Flat at Sides, Top and Back 











Sell these 7 major GENERAL ELECTRIC advantages 


oO: oils are at base of cabinet. New forced-ait 
condcaser system eliminates coils on back 

and with them the dirt-catching inches of waste 
pace behind old-style refrigerators, Circulat- 
ing air is filtered and filter lifts out easily for 


ck aniy 


(2) Sides and top are flat. Air circulation is no 
lonver required Ovet the top so cabinets can be 
installed not only at both sides but also right 
down to the top of the refrigerator Depth is 


ame as standard cabinets for a straight, flush 
































Not just a “LOOK,” G-E “STRAIGHT-LINE” Design 
is engineered for customer convenience... fits 
square into a corner... lines up with cabinets .. . 
looks built in without installation expenses 


NOT 
THIS 


BUT 
THIS 








No coils! No more dirt-collecting waste space! 


New filtered, forced-air condenser system is at bottom of re- 


friverator, eliminates coils on back of cabinet 


15-CUBIC-FOOT 


REFRIGERATOR- 
FREEZER 


MODEL BH15 


Other “Straight-Line” models: BH13, also BH12 with freezer 
at top. All available in G-E Mix-or-Match colors and white. 





front line, too—a “‘built-in’’ look without the 


cost of custom construction 


ee New shoulder hinges let door open without 
extra clearance so refrigerator can be put 
snugly in a corner. Also, when in a corner with 
only 90 degree door opening, revolving shelves 
turn clear of inner door, Compare with pull-out 
shelves that hit door 

4) Big, new, zero-degree freezer rolls out at a 
touch on 4 nylon rollers. Holds up to 175 


pounds of frozen food. 


5) Revolving shelves, revolving vegetable bins. 
A touch of a finger swings the back out front 
No forgotten leftovers. Shelves adjust up ol 
down to accommodate flat or bulky foods 
6) Magnetic Safety Door helps protect children 
from the danger of being trapped inside. Non- 
mechanical no moving parts to jam or get 
out of order 

7) General Electric dependability. Surveys have 
shown that most American housewives believe 


G.E. makes the best electrical appliances 
PI 








Progress /s Our Most Important Product 


BS \) 
3 => 
iz 

277/11 


Crauce!™ 


GENERAL @@ ELECTRIC 


120 


JUNE 
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Hi 
unt 


APPLIANCE 


NEWS 


TRADE REPORT . 


ann lh All ill i iil 


Hi-Fi: Music to the 





Trades Ears 


@ For the trade, summer markets will mean renewed emphasis on hi-fi 





HARRY GRAYSON 


News Editor 


i MA 


@ This is because hi-fi sales have continued strong despite a TV slump 


VW HEN buyers converge on 


Chicago for the summer mat 
kets this month, a lot of them are 
roing to talk about music. There is 
little doubt that high fidelity is go 
ing to play an inviting tune—and an 
industry plagued by a “‘soft’’ market 
is likely to listen. The reason: hi-fi 
iles have remained strong while 
ilmost everything else has slumped 

Last year, hi-fi sales were esti 
mated at $166 million, This year, 
tive sources guess there will 
be at least a | 
over that 

'raditionally, the June markets 
ire weak for major appliances, and 
nothing to indicate that 
1957 will be in exception Ail 
through the first half of the year 
however, sales of high fidelity pack 

} 


we merchandise have 


ONSCTY 


) percent increase 


there 1 


continued 
trong and gaining. ‘I’his is likely to 
be reflected in Chicago by ex 
of hi-fi 


from almost every old source, and 


panded and upgraded lines 


from a few new ones. ‘Television 


naturally will continue to be a big 


item, but visitors are also going to 


ret a look at more hi-fi than they've 


n en 

Although the Music Merchant 
Show, which follows the market 
usually gets the most hi-fi play, the 


ot both 


bulk of the manufacturer 


vackages i mponent hi-fi prod 
ict iré goin to show at least a 

ilt] part of their new fall lines 
t the Merchandise and Furniture 
Na 


ELECTRICAL 


MERCHANDISING—JUNE, 


One firm after another has told 
ELECTRICAL MERCHANDISING that 
they're definitely expanding their 
high-fidelity merchandise for the 
coming fall. They're not all agreed 
as to whether they will introduc« 
the units at the markets or at the 
music show, but hi-fi nevertheles 
is slated for big things in Chicago 
this summer 

A run-down of some of the ma 
jor manufacturers of hi-fi equip 
ment reveals 

Admiral Corp.'s first quarter sales 
of radios and high-fidelity phono 
graphs were up 33 percent, accord 
ing to company chief Ross D. Sira 
gusa early in Apnl. An Admiral 
spokesman said that this ha 
pointed the way and the company’ 
hifi line will be bigger than ever 
It will have what he described a 
‘oomph”’ in the way of features not 
vet seen on the market 

Zenith will be showing a new 
hi-fi line at the June markets, ‘The 
company augmented its hi-fi line 
with several multi-speaker model 
during 1956 and has for some time 
planned aggressive expansion in 
this field, according to Zenith presi 
dent FE. F. McDonald Jr. in hi 
recent annual report. Zenith deal 
ers will consequently ce a high 
fidelity line that is broader at both 
high and low ends. Re-styled and 
engineered table models will r 
place units dropped from the line 
At the high end, Zen 


ith is bringing out several 


it mid-year 


“really 


1957 


deluxe” units, whether judged from 


the tandpoint of furniture o1 
sound reproduction, according to 
vice president in charge of sale 
Leonard C., ‘Truesdell 

Svivania, which is featuring a line 
of 110-degree 


tubes, is also putting an imcreasing 


television picture 
iccent on hi-fi. ‘Whe company wall 
tart introducing its new line to 
dealers at its plant on June | and 
will show ten models at the market 
where they have space for the first 
time. ‘The line will run from $69.95 
units to $500 plus unit This ex 
panded line is quite an advance be 
yond Sylvania } present three-model 
ording to J. H. Ridell, mer 
chandising manager of the Radio 
I\ di slon 

Magnavox unveiled a major nev 
When asked 
ibout the June markets, vice presi 
dent Leonard } 
that Magnavox 


trating on a new 


line, 


hi-fi line im January 


(Cramer indicated 
would be 


television line in 


concen 


June and would temporarily rest on 
its hi-fi laurels. Cramer did look 
for im ised hi-fi activity on the 
part of hy 

DuMont expect hi-fi to be an 
important part of thei 

oming year. A spoke 

man said they will hia idditional 


ud the com 


mpenhhon howeve! 


busine 


luring thre 


inits in the line. He 
any 18 dropping two untts from it 
yT ent four mode} line ind idd 
ng three new units to make an 
expanded line of five 


W inthrop 


Nhe popula 
1} 


(,OVermMo! model will 


continue i part of the line 
Some firms with new hifi line 
eady to go will not be unveiling 
them at the markets either because 
they have to be held for distributor 
meetings or because the firms do 
not have mart pac ind do not 
traditionally open up at the mat 
Kct 
Motorola, for ex umnple will not 
how its line until July at a di 
tributors 
ire that Motorola's new line 1s ex 


panding upward md that iW in 


meeting. ‘Trade report 


clude omething for the true 
iudiophil 

RCA reports an accent on hit 
it the market, with an all-out push 
it the Music Merchants Show. An 
RCA poke man termed high-fidel 
it one of the most important 


if Oui 


part bursine It was 
tressed, however, that ‘TN vill 
take no back seat 

Philco reports that it 4 
to introduce its current line to the 
trade at the music show We feel 
cl trong! ibout these 
how ind the plan 
part in our promotion 1 spoke 
AM & 


0 feature 


Log 


Titishe 


in import int 


man said, Philco has a new 
I'M tuner and is going 
in electrostati pe iker Ihe new 
me will have exeht models, includ 
mg a portable 

Webcor and V-M both have dis 
tributor meeting 


ind carly Jul 


market pace, 


coming im June 
ind neither custom 
iil la 


MORE> 











Si aah / os 


Wim! 
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ABC, Altorfer Bros. Co 1146 
Admiral Corp 1191-96 
Aluminum Specialty Company 1473 BAC 
Amana Refrigeration, Inc 1127 
American Kitchens Div 

Avco Mig. Corp 1162 
American Motors Corporation 

Kelvinator Div 112425 
American Standard Corp 

Youngstown Kitchens Div 11g 
Apex Home Appliances 

Div. of White Sewing Machine 

Corp 1160.61 
Atlas Tool & Mig. Co 1199 
Ben Hur Mig 11.114 
Berger Mfg. Div. of 

Republic Steel Cor, 11.116-117 
Bersted Mig. Co Div. of 

McGraw- Edison Co 1467 
Brammer Mfg. Co 1178-9 
Camfield Mfg. Co 14.102 
Carrier Cory 840 
Coleman Co., Inc., The 11.115 
Coppes, Ine 1189 
Coppes Nappanee Kitchens 1189 
Crown Stove Works 1176 
Dazey Corp 1479 
Dominion Electric Mig. Corp 1422 
Dormeyer Corp 1498 
Dortch Stove Works, Inc The 1164 
Du Mont, Allen B 

Laboratories Inc TI-1TI6A 
Easy Washing Machine Div. of the 

Murray Corp. of America 1168.1169 
Electric Steam Radiator Corp 1479 
Farber, 5. W., Ine 1419-A 
Farberware Co 1419-A 
Florence Stove Co 1147 
General Electric Co 

Air Cond. Div 1188 

Appliance & Television Div 1117 

Broadcast Equipment & Components 

Div 1157 

Clock & Timer Dept 1123 

Hotpoint Co. Div 1120 

Housewares & Radio Receiver Div 1123 
General Slicing Machine Co. Ine 1492 
Geuder, Paeschke & Fry 1492 





+ if iy) ? ii 7 
Webcor's Hl. Bk Letzt 

} i if | ! a } 

rf \ 1) if t t 
fockh } t ( it rectin 

t 1 ict Ome 

t f vartu f Web 

| / ited t that the 

) the high end I 


Gibson Refrigerator Co. Div. Hupp 

Corp 11.102 
Glolite Corp 1472 
Graham Electro Mfg. Corp 1489 
Hallamore Electronics Div. of 

Siegler Corp 360 
Hamilton Mfg. Co 1175 
Hobart Mfg. Co. Kitchenaid Home 

Dishwasher Div 1180 
Hobart Mfg. Co., Kitchenaid Electric 

Houseware Div 1492 
Hoover Company, The 1417 
Hotpoint Co 1120 
lronrite, ime 11-1177A 
Johnson, S. C. & Son, Inc 1477 
Kelvinator Div. of American Motors 

Corp 1124 
Kind! Products 1177 
Kitchenaid Electric Housewares Div 

Hobart Mfg. Co 1492 
Kitchenaid Home Dishwasher Div 

Hobart Mfg. Co 1180 
Knapp-Monarch Co 1483 
Landers, Frary & Clark 1479 
Lansdale Tube Corp., 

Div. Phileo Corp 1100 
Lasko Metal Products 14.119 
Leonard Appliances Div 

American Motors Corp 1124 
Lewyt Corporation 1174 


& Hoverson Co 11.104 
of McGraw 


Lindemann, A. J 


Lonergan Coolerator Div 


Edison Co 1468 
Magic Chef, Ine 
Northern Sales Div 1167 


) 1126 
Manning- Bowman, Div. of McGraw 


Magnavox ¢ 


Electric Co 1467 
Maytag Co The 11.105 
McGraw Edison Company 

Toastmaster Products Div 1474 & 74-A 
McMahon, R. S. & Co 1155 
Meier Electric & Machine Co 1487 
Metal Ware Corp., The 1411-A 
Monitor Equipment Co 1123-A 
Motorola, Ine 1170.73 
Murray Corp. of America 

Easy Washing Machine Div 1168-9 
Mutschler Brothers Co 1144 
Noma Lites Inc 1472 
Norge Division, Borg-Warner Corp 234 
Norge Sales Corporation 234 
Norris-Thermador Corp 11.104 
Northern Electric Co 1453 
Paragon Electric Co 149 
Peerless Mfg. Corp 1177 
Phileo Corp 1100 
Preway, Inc 1198 
Proctor Electric Co 1412 
Quaker Mfg. Co 1147 
Radio Corporation of America 11-111 
Republic Steel Corp 

Berger Mfg. Div 111-116-117 
Rival Mfg. Co 1494 
Rival Mfg. Co 14-103 
Samuel Stamping & Enameling Co 

Suburban Range Div 1199 
Sessions Clock Co., The 1409 





i atl t Web l | nat 

it on ecial Order mod 
trom = the 0 priced phic nograph 
hel I his continues a trend Web 
I ct last Cal hen the icld 

mh ) nd t ist two model 
Vebco l il pgrading the 
tap ] i j noving it 
ito the i-fidelity music field b 


Shearer Electric Mfg. Co 1476 
Siegler Corp., The 360 
Son-Chief Electric, Inc 1466 
Speed Queen Div., McGraw-Edison 

Co 11-103 


Steam-O-Matic Corp., The 1492 
Steam-O-Matic Corp 14-103 
Steinmetz & Kelly 1422 
Stoware, Inc 1493 
Superior Electric Products Corp 1487 
Sutton, O. A., € orp 11-114A 
Swartzbaugh, Ted & Assoc 14-101 
Swing-A-Way Mfg. Co 14-101 
Temco, Inc 1197 


Thermador Electrical Mfg. Co. Inc 11-104 


Toastmaster Products Div 


McGraw Edison Co 1474 
Tracy Mfg. Co 1142 
Wagner, EA Mfg Co 1422 
Westinghouse Electric Corp 11-122 
Whirlpool-Seeger Corp 11-112 
Youngstown Kitchens 

Div. of American-Standard Corp 1119 
Zenith Radio Corp 1158-59 








FURNITURE MART 





Acme-National Refrigerator Co 538B 
Altheimer & Baer, Inc 546D 
Arvin Industries 522 
Athens Stove Works 626 
Atlanta Stove Works 540B 
Auto Stove Works 546A 
Barler Metal Products 537A 
Barton Corporation 549A 
Blackstone Corp 544A 
Boston Stove Foundry Co 5378 
Brown Stove Works 5158 
Caloric Appliance Corp 519 
Conlon-Moore Corp 5498 
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bringing out stereophonic mod 

Market hibitor ire looking t 

hn fidelit to provid om ( 
itement at the June showings, and 
most of them ar peaking fron 
knowledge f their vn fir 
plan l'elevision isn't going to tab 
inv backseat, but hi-fi yong t 
play i might loud tune to some 
receptive hearer 


Cribben & Sexton Co 535A 
Dixie Products Inc 524 
Eagle Range & Mfg. Co 547A 
Erlich, Lou 549A 
Fairbanks-Ward Industries, Inc 225 
Frigidaire Div 

Gen'l Motors Corp 508-09A 
Gray & Dudley Co 503 
Hardesty-Quittner Co 5108 
Hardwick Stove Co 1530-31 
Homak Mfg. Co. Inc 540B 
Katz, Frank M 1012 
Kemper Bros 1247 
Kingsley Products 1020 
Lifton Co., Inc., Harold 94) 
Lonergan Co., Vincent J 2351 
Magic Chef Inc 517 
Manitowoc Equipment Works, Div 

The Manitowoc Co. Inc 504 
Marshallan Mfg. Co., The 1144 
Martin Stamping & Stove Co 547B 
Marvel Metal Products Co 5098 
Merchandise Selectors, Inc 537A 
Monarch Washer Div., 

Central Rubber & Steel Corp 516B 
National Silver Co 537A 
O'Keefe & Merritt Co 514B 
Parker-Allen Industries 549B 


Phillips & Buttorf Mfg. Co 525 


Phil Rich Co 547B 
Premier Stove Co 5138 
Quicfrez, Inc 538A 
Revco, Inc 5108 
Rich Fan Mfg. Co., Inc., Phil 547B 
Robbin Products 537A 
Roper Corp., Geo. D 529 
Scheirich Co., H. J 510A 
Starbrand Sales Corp 549A 
Sub Zero Freezer Co 5378 
Sunray Stove Co 541-42A 
Tennessee Stove Works 504 
United States Stove Co 503 


Welbilt Stove Co. Inc 501-502-543B 


Wilshire Mfg. Co 536A 
Woman's Friend Washer Div. of 

Central Rubber & Steel Corp 511A 
Zenith Machine Co 503 





* (ELECTRICAL MERCHANDISING has pre 
pared these partial listings from informa 
tion provided by the managements of the 
Furniture and Merchandise Marts and has 
made every effort to include all names of 
interest to the appliance, electric house 
wares, radio and television industries, but 
takes no responsibility for errors or omis 


sions.) 
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What do you know about 


THE SHAPE OF THINGS 10 COME? 


























See 1958 Sylvania Slimline 
pass in review! 


J i7,S 1155 M h di Mart 
suUNe I7/, pace ercnanaise ar 
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How to 
Dick @ 
WIN... 







in the Water Heater Business 


At the Line-Up, select the odds-on big-time winner that 
everybody knows to be a champion—the Toastmaster 
oO Water Heater Line! It's a trademark that every con- 


sumer knows! 


Right at the Starting Gate you have an advantage. You 
offer both gas and electric models to satisfy every 
water heater prospe ctin your entire trading area, whether 
rural or urban. What's more, you have an addi- 

G[*D tional hug the-rail advantage with a wide range of 
( / sizes, regardless of fuel! There are Toastmaster 
Automatic Electric Water Heaters in capacities 
from 40 to 120 gallons. Gas models are offered 

in 20 40-, and 45 gallon capacities to take care of 


families of any size 


In the Backstretch, you'll lead by a mile! 


sales features will help 


loastmaster 
1 head up the field. In electric 

models, you have the peerless Life-Belt Element: heats 
‘ fast but 





gently no lime or scale forms inside the tank. 
( Q) Gas models are equipped with universal controls and 
| burner plus a lint-free pilot Both gas and electric 

} Toastmaster Water Heaters are available with either 
galvanized or glass-lined tanks, and every Toastmaster 
Water Heater is insulated with the most effective of 
known materials 


Fiberglas 
j At the Wire, you'll find an additional burst of speed— 


with the new high-wattage electric models. Write for the 


loastmaster’ high wattage specification sheet, or see 


.- your local utility company for details 
f 
rie | 
McGRAW-EDISON CO. « Clark Division 
5201 West 65th Street + Chicago 38, Illinois 
| we 
| ; fa ot Spon. seses, ta, Sases 
one T ast aster toasters and her 


MGRAW 











EDISON * 


TOASTMASTER 
Automatic Water Heaters 
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KEY-NOTE SPEAKER J. Lewis Powell 
spoke on the impact of recent tech- 


MANAGING DIRECTOR George S. Jones, 
Jr., speaks to the assembled members 
of the Air Conditioning & Refrigeration 
Institute during annual convention 
early last month 


nological progress on the national 
economy. Powell is on the staff of the 
Assistant Secretary of Defense 


MIXING BUSINESS WITH PLEASURE 





” 4 ree oe " ; } 
ao om wh), 
GOLF FOURSOME is comprised of, left to right, W. C. Egan, J. R. Voigt, Lars C 
Hanson, and Russell Gray, all of Carrier Corp 


_. . AT ARIS HOT SPRINGS MEET 


ALSO ON THE LINKS were, left to right, H. C. Hahn of Electrical Merchandising; 
Austin Rising, vice president York division, Borg-Warner Corp.; L. M Larkin, mer 
chandise manager, Whirlpool Corp., and Fred D. Kaths, consumer appliance division 
sales manager of O. A. Sutton Corp 
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Polishers Slide In 


Hoover plans to “break loose” this year with a 


$49.95 floor polisher, giving it a heavy-duty promotion. 


Peoria market test shows their chances are good 


floor polish last November, 
i| vel Co om ould 


en happy to 150 polishers 


have 


d Vcr 4 month period 
When the test area—Peoria, I] 
rbed several time 150 units, 


| drained all nearby inventories 


the last minute, just before 
iristmas, Hoov happily laid 
to go ill-out ma the hitherto 
dest floor polisher field. There 
re several reasons. A survey made 
Hoover by an outside research 
rganization showed that the satu 


1 


ition was higher than had been 


there wa 
Then 
national this month 
Life, Saturday 


ind two men 


Moore ‘I'V 


ndicated, and also that 
izable intent to buy 
Mipaign Zor 
vith insertions in 
l’vening Post, Look 
on on the Gar 
Last year, before all this started, 
Hfoover Co. marketing people had 
ondered their floor polisher sales 


| hie il 


not moving, and had 


ng and hard $69.95 unit 


neve! 
illy satisfied them, though Hoover 
id been selling poli hers for fif 
en years or § At the 


| loover Wad 


time, 
elling more polishers 
1 Canada than here 
Hoover designers had come up 
ith a sleek unit that could sell 
r $49.95, and Floor decided to 
run with it market test came 
t favorabl 
Hoover was looking for the an 
to thre question Is $49.9 
that will trigger 
What is the best 
iles outlet and how ar poli her 

t sold and advertised? Who buy 
fl r pe lisher [hie decided on a 

ind selected Peoria 

Answers were garnered from sale 

trafh 


He magi pn ( 


ns to bu 


ords and timulated by 


en key retailers in the Peoria 
t, and from a survey of those 
istome who ictuall bought 


hers made 14 to 30 dav ifter 


[Lhe even taller included 
Block and Kuhl and Bergener’s, 
department stores; Marks Bros 

J \ i redit jeweler Mont 
mel Ward’ Peoria branch 
Loewenstein’s, In ind Cohen 
| ture Co t furniture ip 


p! 1s Ja l price 
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EXPECTANT MANAGER Cliff Greek of 
Hoover’s Special Products Division 
poses with his soon-to-blossom baby, 
Hoover’s $49.95 floor polisher 


merchandising appliance dealer 

Measuring Stick. ‘These 
firms gave Hoover the opportunity 
ettectivene of a 


of merchandising tech 


seven 


to measure the 
wide rangé 
ind media 


different cu 


niques, advert.sing style 
ind of appeals to 
tomer group: 

The test 
months 


program ran for two 
During that period there 
ched 


two on 


vas a substantial new paper 
ile in the Peoria paper 
minute television spots were run, 
ind one retailer tried a large mail 
ing. Though Hoover 
ubstantially to these programs, ex 
held down to realisti 
lc vels, and all ad vcr 
nd set locall 

lor the first two weck 


Va disappointing 


contributed 
enses wer 


made up 


chon 
cnough so that 
vent down to Peoria 


vith their test 


Iloover men 
ond meeting 
During the 
lloover peopl 


fora s 


rrOup meeting, the 


tried to pin down 
the reasons for the slow movement 


hile the 
onfident 


Peoria retailers remained 

Fhen, one of th ip 
called to the 
phone, and came back to announce 
that hi 


poli hie I 


phiance mich Wal 


salesmen had moved three 
last hour. During 
poli h 


ill the other 


in the 
the remainder of the week 
ers started to move at 
tore 

During the 


tailer 


two months, the re 


each ipplied hi OW ap 
proa h to the merchandising of the 
floor polishes Ihe only limitation 
et by Hoover was that there be no 
discount treatment or any 


f the test 


mention 


2] eas ] 
21OCKk ind Au had 


JUNE, 1957 


good success with in-store demon 
stration; Cohen Furniture used a 
comparison demonstration in a one 
minute T'V spot that puiled well 
by showing the contrast between 
stand-up polishing and 


your knees” 


‘down on 
style. Loewenstcin’s 
got up a mailing that hit just before 
Christmas and cleaned out distri 
butor inventories 

Also for Gifts. 
keting people frankly 


completely 

Lhe Hoover mat 
idmit that 
they hadn’t given much weight to 
the possibilities of the polisher as 
1 gift item; in fact, they had con 
idered delaying the test to avoid 
the Christmas hullaballoo. A late: 
revealed that one-third of 
the polishers bought were for gift 
uncovering 


UIVC\ 


an acceptance for the 
new $49.95 unit as a gift 
Considered overall, the Peoria 
Hoover that. the ap 
outlets could move the 
Selling at $49.95, they 


carrv-honw unit, and, cde 


test showee 
phance 
poli hes 
ii¢ i 

pending on the area, dealers can 


ount SI2 or more of the $49.95 


Price proht, according to Hoover 
It was also rea Lloover 
“around the 
of the test city 
ome of the 

Starting 


gomg to spread their poli her di 


unng to 
that smaller retailers 
fringe oaked up 
business 

Hoover is 


night now, 


tribution geographicalh is fast as 


possible, limited only by produ 


tion and by the ordimary seasonal 


business factors They are conh 
dent that this year will see a big 
increase in total number of floor 
polishers sold. Where last year, 


ome 415,000 units were sold by 


the whole industry, this vear, a 


Lloover 


figure to be closer to a million than 


poke man expects that: 


ig SOO.000. A lot of ipphance re 


tuilers are going to get a chance at 


them 


Wringing Sales 


Wrrn cr Wa her How 


i one-to-three ratio 


elling at 


with ito 


miatn may move at the rate of 
more than t.l milhon units im 
1957, according to Borg-Warner 
Corp Norge division, In addi 
tion, itis felt that the 1957 volume 
in casily reach last) year total 


of Harold 
ident ot 


Hhese were th opinion 


P. Bull, Norge vice pre 


distribution vhen Norge mtro 
duced three new wring vasher 
models to distributors at a regional 


meeting recentiy 

Norge 6 sale how a 154 
percent increase over °55, a record 
year with 128 percent increase oves 


4 Bull said 





SCHEDULED 


MEETINGS 








INSTITUTE OF APPLIANCE MFRS. 


Netherland Plaza Hotel 
Cincinnati, Ohio 


June 3 5 


CHICAGO ELECTRICAL INDUSTRY 
SHOW 


Conrad Hilton Hotel 
Chicago, Ill 
June 4-6 


STEEL KITCHEN CABINET MFRS 
ASSN. 


Annual Meeting, The Greenbrier 
White Sulphur Springs, W. Va 
June 14-16 


SUMMER MARKETS 


Merchandise & Furniture Marts 
Chicago, Ill 
June 17-28 


RADIO-ELECTRONICS-TELEVISION 
MFRS. ASSN. OF CANADA 


28th Annual Meeting 
Chantecler Hotel 

Ste. Adele en Haut 
Quebec, Canada 
June 20-21 


NATIONAL ELECTRICAL MFRS 
ASSN 


Major Appliance Section 
The Homestead, Hot Springs, Va 


June 27-29 


INTERNATIONAL SEWING MACHINE 
SHOW 


Hotel Park Sheraton 
New York, N. Y 
June 30-July 3 


NATIONAL HOUSEWARE & HOME 
APPLIANCE MFRS. EXHIBITS 


Auditorium 
Atlantic City 
July 8-12 


LOS ANGELES SUMMER FURNITURE 
MARKET 


Los Angeles Furniture Mart 
July 15-19 


WESTERN SUMMER RADIO-TELEVI- 
SION & APPLIANCE MARKET and 
WEST COAST HAROWARES SHOW 


Western Merchandise Mart 
San Francisco, Calif 


july 22-26 


RADIO-TV-ELECTRONIC SERVICE 
INDUSTRY CONVENTION 


Sheraton Hotel 
Chicago, Ill 
August 16-18 


WESTERN ELECTRONIC SHOW & 
CONVENTION 


Cow Palace 
San Francisco, Calif. 


August 20-23 
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Jack D. Lee peers over a lectern and into a crystal ball as... 


AHLMA Peeks into the Future | 





IMAGINE EIRENE f lnc ch wor t it Dole Va ( und | Sp 
Amencan tlom La Mii clude mn one package } ent cline ALLTLLMLA ib ft f Sper Rubber ¢ 
factures Sean poi ! ! to pert i Teh th fit Ilank iid ( ; 
bee oh fl ' ‘ ; Te tH Imagineering Team 
T Ke itat | t lit t f 7 tandin f tl | that in | 
mich of t ion t t t t tivit { iclud laine k 
try took at tininist tT t tch nd | fit in \\ () Stat Un f 
fate { \I { rohit rea | Betty B.©O ‘S27 \| 
than { i t ! ul t i a t t i | TL " i Wh 1G. | | ju | 
ittended t thes b { t in r3 | | | 
leas to th fishin tl hat that ttention § t ifet mn f n CJuenth Baun rt rainsto 
Phe p for tl act i nit ( itor i th f result evaluat 
Te tt ! th ! matin una equipment ind proe t bk. HE. McCormick ot Frigida 
) ) tin t t tot nh ! Miucl ) ind G. I Ovdin of Robertsha 
; ives - { , ; , ‘ Six-Man Committee ae Menken gol 6 i Wack 
inch of dust th juipment sinat | ram was put. togetl Westinghouse and R. E. Haub 
ideas of th lane ' f r of t To blen in hall iitt | f Proct ind Gamble for c 
their service id | t ) 1 dh ilready changin ded Jack D. Lee f Westin pound is by all the oth 
later, led | Coucnth i t KCT a ) THOUS haiman \. ¢ Scott p ih t! parti ular 
i bramstormin flort | tl Ihe ft t of a t t ' f Apex: R. HL. Smith of Black il tie 
nembership produced ideas tor th plas 1 the ith Tr tone; R. M. Spang of Hotpoimt In b ion ALILAEA 
vert to evaluat lhough ¢l i n Amen » hom Va ( C. Kly of Maytag and J. B lected a me member to the boar 
vhole range of subjects wa iT made. bunction ll include all Murray of Speed Queen. Lee mo of directors: Wilham L. Schube 
tisnve treated hehtl in ) i those of the p ent bath vith rated the nitire linaginecrm if Philes hour new honoral 
ill vith tongue in cheek. mor laundry, physical titne loungin ession, on which ippeared Martin member ilso named; John 
than one manufacturing executi ind perhaps family-style bathing a Bartling, National Assn. of Hom Wicht, an AHLMA past-president 
taved aft th ession ¢t not they do in Japan idded Builder Joseph R Mango, Chi C. G. Frantz, also a past president 
lown a fe f the ideas from a In his report to the memb cago industnal designer; John R Ray H. ‘Thompson of Maytag; an 
blackboard hip AHIMA pre ident B. |. Hank Willard of Alcoa; ‘I A. DeMare J. A. Kyle of bingidaiu AH LMA 
of Conlon-Moore told his audience of Monsanto; D, R. Goetchiu next meeting will be held at Bi 


But . - 
One-Button” Operation that they could expect to com erro Corp.; ‘Tom Armel. Glidden Raton. Fla iext April 20-23; tl 


the “or lose in 19 to th ecord ; Co.. W. B. Nixon, Armco Ste National Home Laundry Cont 


(, it str ‘ laid on 


! i 
button hauna | t if th | cle pit 1 slow first quarte (lorp \ pre cntation f ma ence W be held in Washingt 
future, which would ninate mis Ile also announced a du redu neered omponent ind teatur i= t th Mayflower Hot 
take 1 1} hI New tion a i result tf budecta va mace ly ] | 1 \ kK f Novemb« l thi Cal 
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BRAINSTORMING with the whole AHLMA group, Guenther Baumgart (at lectern, upper left) calls for ideas from the floor 





VAY AUTOOATC 
ts VeOmet 
% PODER ¢ Stacnen 








IMAGINEERING components and features, John Kovas of Dole Vatve conjures up EVALUATION of brainstormed ideas called for some thought by experts on-the 
1 fully-automatic ironer that also folds and stacks clothes——-in 1965, of course spot. Here, John Kovas, right, thinks as Jack Lee waits 

















AFTER IMAGINEERING, t Ba jort, B Hank and Jack D. Lee ttt NOT ALL LAUGHS, Roy A. Bradt, of Maytag, felt, as did many of | olleagut 
nt Kile ver tf } nt fort 4 or they , and he stopped as the ha cleared out to tak a few t tro the black 


ra 
} 








- Quick 
easy way 


to make pipe connections 


FOR WASHERS, 
2441144 hel oP 
A'ND OTHERS 


DRIERS, 


Model CT—with flared joint 
tor copper tubing 





SKINNER-SEAL SADDLE TEE—for mak 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten 
Quick, easy, Cuts cost. For installing wash 
ers, driers, gas refrigerators, heaters, 


etc. Write for circular 


Approved by Underwriters’ Laboratories, inc 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 





Webb Manutacturing Co 
29168 HM. 4th St, Phila. 33, Pa 


Please send me prices on Wrapabouts and 


rlingabouls for 
range radio aif fit er 


Vv washe erst 


STREET 
ciry 
ZONE STATE 


i 
| 
| 
| 
| 
| 
| 
" 
| 
| 
| FIRM NAME 
| 
| 
| 
| 
| 
| 
| 
t 





PIZITZ SOLD ON 
‘IRISH’ RECORDING 
TAPE BECAUSE 

IT SELLS 


We're sold on the IRISH ling tape 
says Leo Krell, 


largest depart 


| line because it ell 


| buyer of Pizitz, Alabama 


ment store Pizitz is a recognized leader 
in the held of merchandising and chooses 
bitne that I x I ale id a good 
| nt } 
IRISH brand recor ling tapes give us both 
e and profit ays Mr. Krell. “And 
we have thoroughly satisfied customers be 
suse IRISH Ferro-Sheen process tape elim 
inmate oxide } ling, head wear, loss of 
fidelity and drop-out Ihe IRISH line i 
our ae we f ifter more ile in tl 
rapidly expanding recording tape irket 


IRISH tape i 


Industrie Opelika | 


jufactured by (Orradi 


Alabama 





When you deliver the new television set, 
it's a real thrill for any family. Show 
them you agree by delivering it carefully 
and installing it expertly——and they'll be 
your customers for life. One sure way to 
make the right impression is to make 
Webb Wrapabouts 
They protect everything—the 


your deliveries in 
appliance, 
the customer's woodwork, and your rep 
utation as a service-minded merchant 
Webb Wrapabouts are made of 
thickly padded, and 
and they last for years 


‘= WRAPABOUTS 


For Radio, HIFI, TV 
and Air Conditioners 


water 
repellent canvas, 


flannel lined 





For major appliances use Slingabouts 


MANUFACTURERS 








Some Are Optimistic 


Despite a slow spring, some manufacturers are 
predicting increases in sales and profits—among these 
are Admiral, McGraw-Edison, and Mitchell 


A number of manufacturers con 
tinue optimisti de pite an early 
n-the-year slump in appliance in 
dustry sale Among them ave 
Admiral Corp.’s president Ro 


1). Siragusa, for instance, predict 


higher sal ind a substantial in 
crease in earnings for his compan 
in 1957 

Siragusa said that, despite ap 
proximately 13 percent lower sale 
in the first quarter, operation will 


be profitable He iid the second 
quarter should equal last year’s, but 
idded the second half 
prove substantially 

lo upport hi 
iid that, according to preliminary 
factor hipments of Ad 
miral ‘I'V sets were down Ie 


the industry’s and indicate an in 


hould im 
point, Siragusa 


hgure 


than 


case in market penetration. He 
eported radio and hi-fi sales up 

He also said that, while 
hipment 
electri 


percent 


ndustry of refrigerators 


freezel rang and air 


conditioners were down 6 percent, 


Admiral’s combined unit shipments 
vere 5 percent higher in the first 
quartet than in the ime period 
last vear 


McGraw Edison Co.’s president 
Max McGraw forecast continued 


iles increases for that company in 


1957. Supplementing the figures in 
VMcGraw- Edison innual report 
NicGraw noted that sales and net 
f thie mnpany were estimated to 


be up about 15-20 percent for the 
first quarter of 19 compared 
with th in period last vear and 


that Speed Queen automatic wash 
ers have taken the lead in the ile 
mcrease Sales of othe appliance 


ilso are up with Coolerator air 


maditioners running ahead in those 
itegori McGraw pointed out 
In 1956, Coolerator had a com 
plete sell-out, he iid 

MeGraw quarterh estimate 


were the first since 


McGraw Ele 
Thoma \ 


tric merged with 

Idison, Inc., earlier this year 
Mitchell Manufacturing Co.'s 

general manager FE. A. 


in increase 


l'racey sees 
of between 10 and 15 
percent in th retail 
ippliance outlets selling and met 
chandising 

when the 19 


l racey say 


number of 
room air conditioner 
ummer rush start: 
there is a general 


fecling of confidence in the 190m 


JUNE, 


compute! and 


1957—ELECTRICAL 


1 onditioning busine 
dealers, and movement from « 


tributor to dealer takin 


i record-bre iking pace 


Dealers feel that the maniufa 
turers will be more cautious t! 
ear in scheduling produ fon 
that this will lead to a firn 
f prices,” he said 


Hi-Fi Sale 


Bell & Howell has gon t of 
the high-fidelity radio phonog ly 
In turn, Columbia R 
ords has expanded its line 

Bell & Howell president Charl 
HI]. Percy revealed last week that 


the company’s line of high-fidelit 


business 


radio-phonograph —_ consoles ha 
been sold to Columbia Recore 
Percy stated that the sale include 
only the company’s six phonograph 
ind phonograph-radio-tape record 
combinations, ranging in 
from $595 to $1800 
Bell & Howell and ( 


will each continue to manufacture 


OlumbDia 


ind sell their own line of tap 
corders 

Percy said that hi 
epted Columbia’s offer in 


Comipdl 
I 


devote capital, manpov 
facilities to the expanding req 
ments of its photographic and t 
recorder lin 

here will be no interrupt 1a 
the manufacturing, sell ind 


ervicing of the unit 


Pooling Resources 


Ampex Corp. and ORRadio In 
Be Inc 


research and engineering to develop 


dustric are joining efforts in 


ind subsequently produce the 
highest possible quality magnetic 
recording tape.” It was stressed that 
this is “not a merger, but rather 
1 pooling of resource 

Thi tape to | 

to be premium priced and di- 
rected 


( developed intly 


primarily toward video, 

instrumentation 

uses , 
Che joint announcement of this 

move was made recently by J. Her 

bert Orr, president of ORRadio 

ind George I. Long, president of 


Ampex 
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Two Million Disposers 


General Electric and Waste King both pass the 
million mark in the manufacture of food waste disposers. 
G-E emphasizes portability; Waste King sees more sales 


ly ianufacturers report hav 
ing passed the one million mark in 
the prod n of that fast-gr 
} ip] in the food waste di 


\ npletel re-designed Di 
ill packaged in a handy carn 
irton marked the produ 
tion of General Electric Co.’s on 
nth food waste disposer 


i | I 
Waste King ¢ orp. on the West 


Coast marked their one-millionth 
nit by gold plating it 

Ihe first G-E food waste di 
marketed in 1935, weighe 
75 pounds. The one-millionth Di 
posall weigh onl ibout 
pound [t grinds all types « rood 
vast vith an improved upel 
rrindin iction Phe mpan 





WASTE KING president Sam_ Given, 
right, helps George Gray of the firm's 
packaging department, pack the gold 
plated millionth unit just after it was 
produced in Los Angeles recently 


has empha ized the portability ot 
the unit with the newly designed 
dealer di play carton he pat kage 
can be carried out of the store by 
the onsumer and easy-to-use in 
tallation instructions are included 
vith each d poset 

Huge Share. Waste King claim 
that it has produced approximately 
me-third of all unit old since 
1950. ‘The company also point: 
wit that, when it introduced its 
first Pulverator in late 1946, there 
vere |e than 150,000 disposer 
America 
ire more than 3.25 million 

Waste King executive vice presi 
dent Bertram Given says that the 
industri old a record 650,000 


i home loday ther 


inits last year and predicts a con 
tinuing sales increase of from 20 
to 25 percent ea h succeeding year 
intil di pose! reach 10 pel ent 
narket ituration 

eo 1 beheve that vhen d 


osers reach 10 percent of their po 
tential market, there 
ibility that their rate of publ 


1 good po 


icceptance will be greatly accelei 
ited 

It is estimated that Ip] 
mately 6.5 percent of the nation 
lectrified hom«e current] ar 


quipped with sink-type disposers 
It is pointed out that food waste 
posers have ile timuli that 
ometimes even take the form of 
laws. Given said, for instance, that 
more than 30 cities already have 
passed ordinances requiring instal 
lation of food waste di pose! in all 


new construction 


Wide-Angle Tubes 


Ihe march toward the 110-de 
ree. television picture tube con 
tinue Radio Corp. of America 
reports that substantial production 
of 21-inch 110-degree black-and- 
white television picture tubes is 
now underway at the Marion, Ind., 
plant of the company’s tube divi 
ion 

More than 1000 of the tubes are 
being produced daily and greater 
output is anticipated, according to 
( M Ihierfelder, engineering 
Hlaihagc! 

'hierfelder asserted that RCA is 
the first tube manufacturer to 
reach full commercial production 
of 110-degree 21-inch black-and 
white picture tubs incorporating 
in integral glass-button base, a new 
clectron gun of the ‘straight’ type 
vhich functions perfectly without 
in ion trap, and precision contro! 


of the aluminizing proce 


Out of Nowhere 


\dmiral Corp, has gone into ap 
pliances in a big way. The com 
pan public relations director, 
Martin Sheridan, recently outlined 
\dmiral’s progress at the annual 
banquet of the manufacturer's sec 
tion of the Galesburg, Il., Cham 
ber of Commerce 


Sheridan claimed that the com 


pany is the nation’s second largest 
producer of freezers and the fifth 
largest manufacturer of  refriger 


I< iid that, between 1939 and 
1941, Admiral moved from 52nd 
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On the Road 





FIRST Suipwenr 





BILE HOME 


CONDITIONERS 





















THE FIRST 1957 shipment of cooling units for mobile homes is personally loaded by 
John Ayer, sales manager of Corrier Corp.'s mobile home department, The new 
Roomette models are slated for shipment to eight Carrier distributors across the 
country. The design permits easy installation by mounting the unit over a hol 


in the floor of mobile homes 





to 4th place in the radio industry 
Similarly in i949, the company 
moved to first place in the ‘T'V field 
from practically nowher 

Sheridan added that Admiral’: 
Appliance City in Galesburg now 
has 1 million square feet of floor 
space It is the largest of the com 
pan plants with a production 


capacit of ove OO.000 may 
pliances a year 

Sheridan added that ‘Admiral 
Corp. was founded in 1934 in a 


comer of a. garage with “onl 
$3400, but a lot of faith and con 
fidence. In 23 years the company 

issets have grown to over $100 mil 
hon 











The network schedules of color television for the month of June include 
the following programs: 


WEEKDAYS, 1:30-2:30 EDT, NBC 


Matinee Theater (except June 5 


MONDAYS, 8.8:30 EDT, NBC 
June 24); 9:30-10:30 EDT, NBC 


Club 60; 3-4 EDT, NBC NEC 


The Adventures of Sir Lancelot (except 
Robert Montgomery Present: 


TUESDAYS, 8-8:30 EDT, NBC The Arthur Murray Party (except June . 
4 

WEDNESDAYS, 8-830 EDT, NBC Masquerade Part 9-10 EDT 
NBC Kraft Television Theatre 

THURSDAYS, 10-11 EDT, NBC Video Theatre 

SATURDAYS, 8-9 EDT, NBC The Perry Como Show June |, 8) and 
The Julius LaRosa Show Uune 15, 22, 29 

ALSO— 

JUNE 2, 9-10 EDT, NBC The Chevy Show 

JUNE 4, 8.9 EDT, NBC Ray Bolge rs Washir yton Square 

JUNE 7, 8:30-9 EDT, NBC The Life of Riley 

JUNE 8, 9-10 EDT, NBC—The Jerry Lewis Show; 10-10:30 EDT 
NBC——The Marriage, with Hume Cronyn & Jessica Tandy 


JUNE 9, 9-10 EDT, NBC The Alcoa Hour 


JUNE 13, 8-9 EDT, NBC Ray Bolger s 


Washington Square 


JUNE 14, 9-10 EDT, NBC The Chevy Show 
JUNE 16, 9-10 EDT, NBC—-Goodyear Playhouse 
JUNE 23, 9-10 EDT, NBC-——The Alcoa Hour 
JUNE 30, 9-10 EDT, NBC—-Goodyear Playhouse 
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For the Short Line 


Fred Maytag II defends his own company’s policy, 
position before the N. Y. Society of Security Analysts; 


his conclusion: size isn’t necessary 











| I] f | hy 
Nlavt ( t 1] On t ibjyect of hon 
( f f t-] \ tal Mavt tat vat 
\i ract I t N ! fcelt—an 
! ») t ! t \ t hit | that th in 
Ct \i t th tterin 
1 f hn thin i ff} them f If | were ' 
iwinecnn fhcient deal Hy ntinued I would 
t t clation think a long, long time before | 
READY TO GO in Preway “Blossom Pink” promotion are John Westley, Northern hip er onstitute the essential vould ‘hte up om freedom — of 
Supply Co.; Richard Saichek, Community Stores; Preway’s’ vice president for sales for successful busine not simpli choice b ZONE xClusively full 
Harvey Anderson; and Harold Saichek, also of Community Stores the availability of a mpl te line linn 
Maytag pointed out that the cost On service, he cited the “grow 
if 1 produ t starts with design. H ing trend in the industry for dea 
Ps . id that, after a company reache crs—especially in metropolitan ma 
Sure-Fire Profits i certam size level just gettin kets—to buy their service from 
till larger dos not imecrease th entral agency instead of maintain 
lity to pro ce cthaenth ar Ing a service department 
Preway’s Milwaukee saturation program is the — ho pointed to the fact that May Admitting that carly-] il 
tag exercise i high degree of con vere off 16 percent in dollar vol 
forerunner of others to promote the sale of stack-on — t:4) over components and in many ume, Maytag attributed this to an 
built-ins in key cities across the nation Case ichieve manufacturing industry-wide lump. He admitted 
economics by pr ducing them our that, compared with the first qual 
clve ter of 1956, Maytag’s factor hip 
ny on th port om ike pr " ippr mate Nlavta \ nphatic ibout ment wer otf mor than the 
Viilwauke ipphance dealer it Preway pla to garner both hort-lin pecialt manufacturer industry, but he added that retail 
tondin i Preway dinner in’ Mil tuil trad md small builder bu ving able to distribute efhaenth iles wer up a inticipated no 
pikes taranteed themselve YT vith their stack-on approach Ile detailed the Maytag distribu improvement in the second quarter 
fits selling built-in’ ran tart ind realistic merchandising. Co tion system, which climimates job but said that long-range prospect 
in ith their first sal Ihe din pany spokesmen point out that th ) md use ( fees, most of for the industry are good 
re vas the openin tin on what vorld rreatest merchandising « 
Prewa ills at Blossom Pink muization” found that local di pla 
promotion, and the “guaranteed vas the only way to move built A Lasting Light 
profits carn ut of a tree cabinet ms after trying direct sales eftort 
et premium attached to their first ind an extremely « pensive direct 
oking unit purchase Phe pro mail = program One displayed 
motion det its name from Pr however thie built-in moved 
punk iit ithough That, in its essen is What Prewa 
quot irc f vhiut Tea ntend to do for thei built-in 
| vill thi first tinnit ! 1 ke citi ill over th nyt 
lea tarted | f th th IK Pint » 
| iW minal Ih luc i) 
| ti built 
rite { plan to t pi es 
tales Teli scrape Manufacturer Briefs 
f band 1a - 
' ® Radio Corp. of Americas | 
1 ti nan t 1 t 
' RCA t t 
\ ® Admiral Corp t 
e\ new 25,000 “quare-foot 
| ()-} 
() 
ONE-HUNDRED-YEAR lamp is turned on by Ralph J. Cordiner, president of the Genera 
Electric ( The bulb, an outward replica of Thomas Edisor first practical inca 
| e Westinghouse Klectn Corp lescent jams . bur ntinuo y atop ft ' " ws pray 
re ‘ . f Schenectady laboratory. Improved materials and techniques give the bulb 
inticipated 100-year lif Flanking Cordiner are Dr. William D yolidge, left, dire 
ts M tor-emeritus of T, t G-E, and [ y Suit yht E president 
) i ' 
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Hi-Fi and Sewing 
Machines, but 
Few White Goods 


JAPANESE transistor radios were shown by Robin International Co. The transistors are 
e e e e made in the U. S., the radios assembled in Japan 


.S. WORLD TRADE FAIR 


f 








os 


A REFRIGERATOR fueled by gas, electric, or kero SHOPPERS <ompoare details and prices on Grundig BELGIUM'S Elienbee Co. showed washing machines 

ene was featured by Basile, a Belgian company, tr radios and hi-fi units. Grundig was one of a group but the exhibit appeared quiet despite a Belgiar 
of some 3,000 exhibits from 60 countries of hi-fi exhibitor nostly erman and Japaness near-monopoly on white goods at the Fuir 

DEMONSTRATOR shows the advantages of Pfaff sewing machines as part of a NECCHI-ELNA demonstrator attracts the attention of one of the upproximately 


lisplay of 11 unit ncluding two knitting machines 100,000 commercial buyers who thronged the two-week exhibition 





WORLD § i . DEPENDS 
7 Les & SERVICE 


te 1862 
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PROMOTION 


Norfolk on Top Again .. . 


in Brand Names awards as the city’s Mechan- 
ical Engineering Corp. wins highest honors; Harry Price 


clinches matters by going on the Foundation’s board 


lol r direct was I] B. I ec, Ji 

i i lit j | f Price In r ! 
\ } Ap ] } loach ir the | idation name 
il Id t 1-tl l tail rth Ca in different 
pplian t M itegoru if a cine marking the 
lngineerm ( ! \ | it } \ } 
lected it th ’ Cit \ f-A i Hotel, th 

{ t | j | ! I 

| il} , it I he ith h ld on 


- = 4 V 





h 


»! 


FOUR WINNERS of Appliance Brand Name Awards were, left to right, G. A. Bering 
Norfolk, Va.; 
Marjorie Gerhard 
Greenley, Greenley’s, Inc., Flint, Mich 
certificates of distinction 


Sr., Mechanical Engineering Corp Joseph H. Lederer, Lederer, Inc., 


Bridgeport, Conn Gerhard’s, Inc., 


Glenside, Pa.; and Stuart 
Bering won top honors; the rest captured 


. 


A FIFTH WINNER was Ken Stucky, center, of Stucky Brothers, Ft. Wayne, ind. Stucky 
is flanked by R. K. Farrand, merchandising and promotion manager of The Saturday 
Evening Post, left, and Robert Shellenberg, the Post's appliance and hard goods 
merchandising manager 
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Ma ‘ the nination of th 
W cek 

lop Honor in the ipplian 
iteg vent to Mechanical | ng 
neering Corp., Norfolk. ( ertificate 
f distinction went to Lederer, In 
Bridgeport, Conn.; Gerhard’s, In 
Glenside Pa Greenle' In 
lint, Mich ind Stucky Brother 
ht. Wayne Ind 

In addition to these eguial 


n the appliance categor 
Price ( tion as one of two rc} 
itative of the retail adviso 
incil marks the first time that 
the retail community has been 
Elected 
» the board with Price was Loui 
Bree Smith Sr., of Thorofare Mar 
f Inc Pittsburgh, Pa 
Price is president of Price Inc 


ented on the board 


company was awarded 
») honor in the 
tegory in 1950 
three-year period of in ligibility un 
r the rules of the 
that time, Price’s again won in 
1954. Price has been active in the 
xk of the retail advisory 


ipphance store 


Following a 


compe tition at 


council 

ice the awards were made. 

lidward R 
ident of 


l'aylor, executive Ice 
Motorola, In was 
ted honorary life director of the 
loundation during the annual busi 
| mecting prior to the dinner 
lor the past two years, ‘Taylor has 
ed the Foundation as chairman 

f the board of director 
\ newly-elected director from 
the appliance field on the board for 
Walter Jeffrey, 
president of Kelvinator divi 
ion, American Motor 
\t the Brand 
United State 


ington was 


the coming yvear 1 


( orp 
Names Dinner, 
Senator Stuart Sym 
speaker. He 
picture of 
the country’s future, emphasizing 


principal 
pamted an optimisti 


that in the last four years “average 
vages were up 22 percent and that 
ofits increased percent afte: 
taxes, adding that the only excep 


tion was the farmer 


Bing-Bong Booms 


Retail salesmen are 
n Westinghouse’ 


flocking to 
“Bing-Bong”’ 
omotion, The company report 
that somewhere in the neighbor 
0d of 20.000 salesmen have 


joined the program 


which spans 


nv month period between Feb 
ary 18S and July 12 Westing 
use 1 upporting the program 
th a barrage of national adver 
tising 


Phe sale 


roduce cash and 


training program will 
merchandise 
iwards for retail salesmen (see Elec- 
trical Merchandising, March issue) 

John J 


Anderson, manager of 


JUNE, 
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LBE Kit 


2, <tricavy 


LIVE BETTER ELECTRICALLY’S new Ry 
tailer’s Kit helps electrical dealers to 
take advantage of the national spring 
LBE push. Banners, streamers, mer 
chandise tags, an idea book, and a 
30-page ad mat book are the majo 
elements of the kit 


the Westinghouse major applian 
division, is enthusiastic about | 
registration and _ report 


ilesmen have already accumula 
enough Bing-Bong points to win 
Westinghouse major  applian 
Bing-Bong look | 
i sure-fire hit,’’ Anderson said 
Part of the 


7,050 tele phone 


This year’ 
program 1) lud 
calls asking sale 
men to name the four main Bin 
Bong selling points of a Westin 
house major appliance. Up to $7 
will be paid for correct answ 

In three 


men will have the opportunity to 


different ways, sal 


win cash and merchandise: by co 
rectly 
by earning point 
ind, for those 
point by 


naming the selling point 
through sal 

eaming 10,00 

writing a 100-word lett 

Bing-Bong’s fo 

points helped me make my t 

est sale 


telling ‘how 


Breezing Home 


THE CARRY-HOME IDEA continues to 
wax popular. Signal Electric division 
of the King-Seeley Corp. has adopted 


the idea for its window fans. Shown 
introducing the new carton in Philadel- 
phia are, left to right, Paul Glenkey, 
Signal sales manager; Jack Rosen, vice 
president of Raymond Rosen & Co.; Lee 
James, Signal district man; and Milton 
Roth, Rosen’s appliance sales manager 
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GEA Alabama sales manager 
Don Cooper signals the 
start of 46-truckload .. . 


‘CARAVAN 


OF VALUES" 


KK VEN portable 1 ct in 
4 four hours; 60 major ippliance 
n three weck +. 


la these il Cort 


majors im Six 
chalked up in 
mall towns during a_ successful 
G-k. distributor-in pired promotion 
in Alabama and northern Florida 


Phe promotion generat d ordet 


f #6 truckloads of General Ele 
t major ipphiance That ove! 
000 pieces in all. Naturally thi 
kind of an order meant unusual 
movement of G-E apphances im 
the logether with normal 
nth varehouse sale it gave 
Gen Electric Appliances Co 
Alabama branch, the largest month 
ng in its histor 
The 46 truckload Cr hipped 
direct from Appliance Park im 
Lon They went to dealer 
Alabama and northern 
llorida who devoted the last day 
f March and the weeks thereafter 
» sale parked by thi (Caravan 


SOME DEALERS sold 


located in city of Birmingham 


right off the trailer 


” ABPLIANCE: 


[he brainstorm to undertake the 


Caravan was aired and approved 
it a distributor management plan 


A] ibama 


distributor in early February. ‘The 


ning meeting held by the 


plan was thi 


lo get as many G-E dealers as 
possible to place either a full truck 
load—or half a truckload—appliance 
order to be shipped from Appliance 
Park in one cumulative shipment 
his became the largest appliance 
order ever to go out of Appliance 
Park in one shipment to a single 
After two entire day 
Appliance Park, the 


hipment got underway March 20 


distributor 
of loading at 


Promotional Activity Heavy 


Promotionwise, the Caravan wa 
publicized on a ‘I'V program called 
Highway Patrol” in 
ind Dothan. Big pace key city 


idvertising appeared in ten new 


Birmingham 


papers throughout the area. Dealer: 
window di 


lapel but 


were furnished with 


play kit ticker 


price 


like this Alabama G-E Goodyear dealer 






i new TIRES | 3-7 WV 
Noo BATTERIES! Budge 
QR er8] o Ter 


ton ind a vanety of other pub 
licity§ material They wer ilso 
shown how to stir up local interest 
through direct mail, sidewalk radio 
programs, teaser ads, a phone can 
additional 


vas and promotional 


ter hhnique ‘ 
Some Results 


A Goodyear Service Store in 
Birmingham sold 17 appliances on 
the first day of the promotion and 
a total of 42 
sclling days 

R & A, Inc., in ‘Talladega, Ala 


population 12,000) purchased 100 


pieces during SIX 


pieces and promoted the Caravan 


through ads and on the radio 
Unloading a number of the appli 
inces right in front of the store 


R & A sold 25 pieces im ten day 
larmers Hardware in Abbeville 
Ala (population 00) met the 
Caravan special at the edge of town 
with a fire engine and police escort 
formed a parade md buzzed the 


town All 2¢ ippliance then 










icle walk for 
idewalk = sale Result 15 
old the first 


immediately thereafter 


unloaded on the 
piece 
week hive 
his deal 


apphan 


Hhiote 


has repurchased eight 

for fill-in order 
Ingram Nolen 

Interprise, Ala., 


used newspaper 


Hardware Ce 
(population 7300) 
ind radio to create 
i big promotional build-up befor 
the Caravan special arrived, Five 
ipplhiances were sold before the 
truck's arrival. ‘Then, by 
1 portable I'V sale with the Cara 
Ingram Nolen d 
1! portables in four hour: 

W & P Appliance: 
\la., (population 8600 
Hew papel 
All paid-up iccount were sen 
pecial credit letter vorth fi 
S10 to $15 and customer 


IX OF ThOTe 


tying in 
van promotion 


Co.,, Jasper 
used both 


ind local radio station 


‘ 


payment made 

invited to add on with no dow 
payment. Over 60 new and used 
unit were old 


three wee 


during the first 
te 


STREATER ELECTRIC combined the promotion with closing of Sheffield, Ala., stor 


sold 35 air conditioners and 10 major appliances in one day 





tl otatin brush and 


Vi j iT \\ 4/7 

Delayed Journey———_—_—_————_______—_ saneteg repro, Beer How to Compete 
" 1 he Nationa Applian “ 
crt Ik ich ie 1\ 1 ile \ Manage 


Ca nent hool ha nushroomed in 
ypu t j th th l f t 
tein In | t hirst ( 
nat t ti hie | tudent it 
it hud tcnd | | t t | 
} t ‘ +} 


Vil ; i ! ! who prepal th mnual Cost-ot 
: mu | ionth f Dome-Busin uirve ind Natha 


\ i ) I A th | \ Bail acan f An il Un 
A PARTING JOKE is shared by Mr. and Mrs. Frank Kearns flanked by Allan G e | m Rinsake 





Williams, right, Motorola, Inc.’s general sales manager, and Herb Dorrance, left \I ih t t | | it Sch f B \ 
regional manager. The Atlantic City distributor and his wife sailed for Europe t ‘ | mount ustration 
ast month as a reward for being named 1955's Motorola ‘Distributor of the push which it 4 bO pce vill gi Ihe fee for tirst ve tudcnt 
fear.” The trip, which had been delayed once by the death of one of the Kearns the medium iomentum throu | ind f ( id vear student 
ns, was undertaken this time despite a fire that leveled Kearn’s, Inc.'s distributing ut the entire count it is S150 this imelucde tuition 
wereneuss @ ween Severe the samng bermin thre yromotion th ind accommodations for the wee 
Carnival of Colo RCA and it long course. About 50 of last veat 
a i listributor haven't let Milwaukee tudents will be on hand tor the 
itizens forget about multi-lued idvance COUTS A limited number x 
. I\ ait Hnpaign included a of enrollments for the ba COUNTS 
Business Paper Awards ics of fullcolor newspaper as, are still aval 
pecial radio and TV commercial Phe course has be TIT popu 
. P Olor TV demonstrati i publi lar that NARDA onsidering ad 
Four appliance firms come out with honors from stnens, Minin miadaainis itis Ancds «iia “wbaath ia ales an 


the eighth annual competition for effective advertising oncems, and a number of NBC \. W. Berson, exceutive vi 


P ‘ _ 1\ Proprain iliutin thie it lh pore ident ot NARDA \\ ot thr 
sponsored by Associated Business Publications 


ddition, a d t ma unpaign to chool I know fr no other com 
10.000 NMilwauke fvnvilie tarted rable ource of information on 
j . Nha lecleph a it) door-t how to 1} t 1 toda thal 
bout ipplan fir VOTE md increase trac il yiunna ; l tat ; ' ' 
GOO! OMCUI ATION 4 ( ( sca b 
or th { th annual fo announ i completely new ln - 
\ total of || hou of col Phose imterested should contact 
ochited Musi Publ ition ft (Cotteemats . . 
‘ | { 1} } | t | ‘ + PO¢YTAMIININ i hneadulcd t NARDA 114] Merchand Nhart 
' ' ' ' Lae ' ' tit it ' it i NI , , r i ral ( 1, ' { 1}] 
Ta hiancdisin pap du i rcuun mer ad anning t 
( lasted amon th Vil hicate deal to the man 


Nllen Bo DuMont tal featu f the Lewvt P 





1 hi ira it f t st t 7 

| nation i th Ik t mot ' | 
fot r ) Coit Nort | | rT { 
t Ni t | | { 1) { ' not 

{ 
\ KB. DuNl 
; | ? 
i 4 ' 





\l ° 
RAPT ATTENTION greets telev star Josephir McCarthy a f f 
ry j of aff j f fer Mar basement N\A r ¢ 
i j 

; ak { f lect killet } Bette f t y t 
} N Y . t LBE f tied t 

t { ’ | 
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PEOPLE 


New ARI Chief 


HOMESTR, 
87 


4 





NEW PRESIDENT of the Air-Condition 
ing & Refrigeration Institute 


s Temp 
rite Products’ Lud Emde shown ad 
dressing ARI members at recent four 


day confab 


ACTION Chief 


Ihe Am in Council to Im 
Qur Neighborhoods has a 


new president. He is Roy W. John 
uitive ice pr ident f 
( 1) hehe ( 

Johnson has been a member of 
AC TIO™N d of direct n 
(dct | + Lhe i] in 

i t Nance mad 
N tte \ pre ident 
I], of course, be a member of 
t ut myiitte 

ly opcrat i vith \( LION 
Johnson developed a program th 
(;-] iuinit id plant ' 

t Cll ull ind 
{ tl it it 
; ’ 
r 
to ACTION 


Dabney Resigns 





W. R. DABNEY has resigned as presi 


, due to ill health 
Dabney, who has been associated with 
lronrite for 31 years, was elected presi 
dent in 1953 and will now continue as 
a member of the board of directors 
He has been active in industry affairs 
and has served as president of the 
American Home Laundry Manufactur 
ers Assn 


dent of lronrite, Inc 
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Bregstein Resigns 


Arthur 


Bregstein 


ManALvCI SK] | t \l 


fracturing ¢ 


Bickel Retires 


John M. Bickel 
of Carnes Corp. and 


goncral 


manager of its unitary equipment 


division, has announced his retire 
Bickel will remain as a con 
ultant to Carrier 

Bickel pioneered in the develop 
ment of the an 


dustr present 


ment 


onditioning im 
distributor-dealer 
marketing method Carrict i 
that he is credited with the estab 
lishment of a sales and distribution 
pattern which placed air condition 
ing for residences within reach of 


the IVCTAge buyer 


LETTERS 


l'o the Editor 

We were considerably upset thi 
looking through 
MIERCHANDISING and 


moming when 


IL ECTRICAI 


reading — the electrical \ppliance 
I rad Report by Harry Grayson on 
page | } 

We particularly refer to th part 
under the ubheading Manufa 
turers Sal Down 

\tte ! tain op ita 

rat iow ipphan naiust 

it, in iding | ! shin 
Machine (orayson tate that 
\\ hirlpool U0 p mon Va i 
narked phion th first jliart 
ilk 17 p nt th 19S¢ 
I 

Now turn back to Speed Queen 
id on page 131 and you will not 
that we are using Merch to 
hout about our own sales imcrea 
vhich howed 72.1 increase mn 
iutomati vasher ile in the first 
quarter over the ini period of a 
car ago and an increase of 4 on 

il If that is not a “marked 

xception” [I do not know what 1 

It seems to us that if Grayson 1 
roing to give ‘factual report uch 


is the one in his article, he should 
not just single out one ‘marked ¢ 


ception for comment, parti ula 
vhen I think our increas VCrE 
markable than those 
hown b Whirlpool ( poration 
J S. Morri 
Advertising Manager 


SPEED QUEEN 


Hil hy Wore 


A Division of McGraw-E-dison Co 
Ripon, Wis 
JUNE, 1957 
















At right 


of the wr 
lete 


At left 


ust 





kadar BEARCAT 


ing tantern 
srge reflector aive a tong clear 
beam or wide flood with a twist 


Radar lite 


America's newest foous 
Oversize head and 


ist Retail: $6.95 con 





40,000 candlepow 


raled beam he endgnt and flash 
ing red beaoor 
for 


ng this tieht a 





— OF PORTABLE LIGHTS 


RADARS ESS 


MAKE BUI 


Radar. Flash 


Low-cost emergency flasher 
gives 45 hours of continuous 
signals visible a mile away 
Retail: $6.40 complete 


New powertul battery 
(TWi) used on all 
Radar-Line tights 
Leakproof weather 
proof. tong-tasting 
Retail: $2.45 


am eeiik 


BURGESS 





BURGESS BATTERY COMPANY 








IF 


YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 


Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 

Mame 

Address 

City Zone Btate 

Company Title 
OLD 

Name 

Address 

City. . . Zone.... Mate 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. mM. Y. 36,6. 7 





1 OF THE DARK 





Kadan- Lamp 


Pertect portable light ob 
soletes flame type tan 
terns Gives a wide 
bright cirele of absolutely 
sate light Retail: $4.95 
complete 


Model TW?) 
(Brilliant Chrome 

odet TWA 
Lustrous Copper 





The entire Burgess line is backed by 
intensive national advertising. Contact 
your Burgess distributor today! 


BATTERIES 


FREEPORT HLLINO4S 








Only 8 Versatile 


“ROSCO” 
COOLER COVERS 


Fit Over 70 Coolers! 





4 SIZES FIT ALL POPULAR 
EVAPORATIVE WINDOW COOLERS 








4 SIZES FIT ALL POPULAR \ 
REFRIGERANT WINDOW COOLERS 


Designed to give you the highest sales potential 
with the emaiiost stock! Fit all but the most 
unusual shaped air conditioners. Proved by over 
four years of service 


@ Made of heavy weight & oz. Duck treated 
to repel water and mitdew 


@ Constructed with grommets in double re 
inforced hem for top strength 


*@ Adustable for enug ft with lacing cords 
that pass through grommets 

@ Individually packaged in attractive clear 
plastic with inetructions and illustrations 
on each package 


See your distributor, or write for price tiset and 
quantity discount 


ROBERTSON Sales Company 


PO. Bex 892 Oklahome City, Okle 
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Contest Helps Distributor 








GIBSON GIRL contest helped distributor J. N. Ceazan of San Diego, Cal., sign up 
24 new dealers to handle Gibson line. Ceazan, a Gibson distributor since December, 
sponsored promotion to speed up his initial sales effort. Crowning of winner, far 


left, was done by C 


DISTRIBUTOR NEWS 





@ Motorola, Inc., has announced 


plans f their annual distributor 
ntion to be held July 18-20 

it the Blackstone Vheatre and Con 
rad Hilton Hotel in Chicago. In 
luded will be introduction of all 
new lines of television, hi fi and 
hone | oduct ’ vell as table 
lock radu In addition in 
LCTisive il train ion in 
nnection th the me merchan 
cise ind a com] ete tour of Mo 
Chicage nstallation ire 


e General Electric Appliaaces Co., 


Burlingame Cal ha formally 
ypened and is now dome busine 
from their new 130,000 quare foot 
onal varchou il ind Cr 
facility Lhe $1,500,000 stru 
ture California and Nevada di 
tribution center for ‘TV receiver 
ind mayor apphan ind employ 
in approximate 150 persons. A 120 
it auditorum provides acommo 
dations for ipphian € previews, Cook 
in hools and dealer meeting 
ind the ) square foot di play 
om featu i round dozen model 
kit lie i 


PERSONNEL APPOINTMENTS 

Du Mont Illinois, Inc.—John |] 
| rawley general manager Norwin 
| | schinan reviona iles hat 


Graybar Electric Co., Inc.—]. H 


Bailor manager, Kugene, Ore 
H. O. Colburn, (manager, Spokane 
Wash J. L. Oglesb manager 


Little Rock, Ark 


JUNE, 
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), Gibson, Jr., president of the appliance firm 


Raymond Rosen & Co., 
phia, Pa.—Charl | 
district manager, R¢ 


Philadel 
Boyer, Si: 
A-Victor div 


Roth Appliance Distributors, Mil 
waukee, Wi A. IF. Schmalzer 


vice president 


Distributors Named 


McKee 
Jackson, Mi 


Amana Refrigeration, Inc. 
ind McRae, In 


Arvin Industries, Inc.—Coghlin 
I.lectric Co., Worcester, Ma 
Allen B. Du Mont Labs, Inc 
General Sal Co Indianapoli 
Ind 

Mitchell Mfg. Co.—I*ridley Broth 
ers, St. Louis, Mo.; Bond-Riddet 
Jackson, Charleston, W. Va 
Motorola, Inc.—Penn Applhiance 


Distributors, Inc., Philadelphia, Pa 
Perfection Industries—Jordon Sup- 
ply Co., Buffalo, N. Y.; R. D. Mar 
hall Co., Albany, N. Y.; Coleman 
Electrical Co Brooklyn, N. Y 

Lincoln Supply  ¢ Syracuse, 
N.Y.; Ace Refrigeration Supplies, 
Inc., Miami, Fla; Harry F. Halde 
man, Ine. Le Angeles, Cal.; 


Amana Products Corp., L. I. C., 
N. ¥ 
Philco—Graybar Electric Co., In 


Seattle, Wash 
Quicfrez, Inc.—Buchan Supply Co., 


N. Wilkesboro, N. C.: Erie Indus 
trial Electric Supph Erie, Pa.; Em- 
pire Sales Corp., Seattle, Wash 


Remington Air Conditioning Div. 
Gover and Co., Charlotte, N. C.: 
J. V. Folsom and Son, Dallas, Tex 
Republic Steel Kitchens— Houston 
Starr Co., Pittsburgh, Pa. 
Kitchens — Appliance 
Phoenix Ariz 


Youngstown 
Distributor 


MERCHANDISING 








NEW FACES IN NEW POSITIONS 


For More Sales - More Profits 


HAND 
TRUCKS Ks 


For safe and easy hon wr 
dling of Ranges, Refrig 











erators, Freezers, Wash 
ers, Aj Conditioners 
Pianos, Television sets, 
Venders, etc. Experience 


in manufacturing equip 


NO. 102 
ment for heavy case BALANCE TRUCK 


moving since 1901 


ind 





SELF-LIFTING 
PIANO TRUCK CO. 


Cc. D. ALDERMAN PAUL E. BRYANT GEORGE T. LONG 





Hoffman Radio Div., Hoffman 425 WN. Maw St Findlay, Ohie 

Sales Corp.—Paul FE. Bryant has Handle refrigerators 
ranges & freezers the 

been named vice president in quick and easy way 








charge of sales. Bryant had previ 


ROLL-OR-KARI 
DUAL TRUCKS 


Patd Step On-Lift Re 
tractable wheels Cap 
800 Ibs Ship. wt 48 
Ibs DELUXE Model 


equipped with swivel 


ously served as general sales man 


iger of the radio division 


wheels at one end 
REGULAR Model with 


fixed wheels 


Write Dept 6 
for folder 


ROLL-OR-KARI CO. 


Monvfacturers ZUMBROTA, MINNESOTA 





MICHAEL L. ONDO 





WILLIAM A. LAKE 











Youngstown Kitchens—C. D. Alder Carrier Corp.—George ‘T. Long FAMOUS 
man has been appointed president has been named director of market 
and Michael L. Ondo, vice presi- ing and William A. Lake, sale Mend-ttr-sleoe 
dent in charge of sale A D. Le i, manager for the corporation's uni 
monte has been named director of tary equipment division ) “ ; " 
t . n 
market re irch G. J. VANDER WEELE ate 
t « ari induatrial 
ily ent, Make repaire 
White Products Corp.—Gordon J. d aplices quickly 
eapl zen 
V: lapla ‘ - ‘ > Just 1 t re 
inder Weele has been ippointed Oe RI 
general sales manager. Vander tight with ordi & FREE SAMPLE 
4 nary pliers 
Weele was formerly sales managet MEND-IT SLEEVE MFG. CO 
of the White water heater division 3125 Gloria Terrace Lafayette, Califernie 











Schick, Inc.—Paul G. Garrity has 
been appointed vice president in 


SEARCHLIGHT 
SECTION 


eC Be el 


charge of sales 


EMPLOYMENT BUSINESS 


EQUIPMENT usto OR RESALE 


OPPORTUNITIES 





J. W. FARROW 





JAMES H. JEWELL POWER MOWER GALES MANAGER 








This is an outstanding opportunity with ene of 
Ampex ( orp. J W | ITOW ha America’s largest power lawn mower menufacturers 
The man we're tooking for must have extensive 
joined the company with the title contacts in cue or more of these felds: department 
store, automotive chain, furniture, wholesale hard 
( u ware or apeliances. He must be willing to travel 
of dire tor of marke tin I iTTOW and be abie to direct a national sales foros, Com 
‘ " ‘ pensation and opportunity for growth timited onty 

Was forme rly ! OCI ite d “ ith strom by your ability ond complete resume to 

P.6178, Kleotrical Merchandising 

berg-Carlson 620 N. Michigan Ave., Chicago 11, fi) 








NEW © FREE * NEW 


VACUUM CLEANER 


1957 CATALOG 


CLEANERS AND PARTS 
Eder Vacuum Cleaner Co 


o 
Read 13444 Livernels .. Dept 26H 
Detroit 14, Mich 








JOSEPH D. LYDON 


Easy 

















Philco Corp.—Joseph D. Lydon ha 








been named director of sales de 
. P REPLIBA (How No.): Address to office nearest you 
C. J. VONDRAN clopment. Also named was Wil vile TMs publication Olaseiped Adv, Dt 
es) 0 ,} 
liam ‘I. Quillan, Jr., appointed Oe Ld PRANCIGOO? 66 Past a 
~ ra | y , J ‘oa 
! 
nanager of sales training 
Westinghouse Corporation—Jam SELLING OPPORTUNITY OFFERED 
5 J ident 1 harge 


Vrigidaire Div., General Motor New manufacturers of small electrical and 





r hee . ointed to ¢ - home appliances need representation in 
I ( i nN appomntea hie ( orp Wilham J Dinsmore ha Canada and general areas of the United 
ew nost of or ; haroe tates except Weat Coast Younger, smaller 
. I , esident in char been named manager of range and ALBERT LEON firma preferred. Complete references re 
f marketing ( Vondran h " quired. Write L, Peterson, 1205 West 20th 
‘ iter heater sale : St Minneapo!l 4, Mine for complete de 
ted merchandise man Symphonic Radio and Electronic tail 
f frigerat ind ( J Kasy Div., Murray Corp. of Amer Corp.—Albert Leon has been dp WANTED 
ent } p : 1e7 lee ed ‘ y ( 

Ken handi nanagel f ica—D. A. Sjolseth has been named pointed advertising and sales pro Anything within reason that is wanted in the 
freeze vestern regional ile manager motion manager field served by Electrical Merchandiaing can 
be quickly located through bringing it to the 
attention of thousands of men whose interest 
is aseured becaune thin the business paper 

they read 
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EDITORIAL 





Let's Stop Crying 


A 


peopl 


that | 


» the first half of 19 aray to a close 
it may be ippropriat to ass the trend 
of busin in Our rdustt Lhe first 
on one gets trom ilking to industr 
Wanufacturer distributor dealer 
vuiSann for the first few months of 
ded) ott that sale mid profit have 
Dadi from the omparable penod i 
Some maimtamn a commendable calm and 


te ifident that the second half wall erase the 
es of the first. Others are ing im their beer 
i nouthin pr hcetions of depr wn for 
pplia ce trace Nor are these prophet 
tr doowl ( in wise | T | reports im 
thi i r pl ibout the i tate of consume 
rchustra ( MNpalt th declining il 
ina profits o1 with plant hutdow ind laic-ott 
ki to get th play. Cuaversel 
EPNPATL I bith ite littl pace It 
th hy busin ponist tec} iuiit ibout 
the | one nou Am in Db ie mic 
ish f clin rut ill p> ) rdicato ! 
pci byiist 
Well, let kook aft some tact In 1956, the 
Ippl iho-television mdustres racked up an 
letin d dollar volume ot § | ()( 
th ic i " ) to top thre | a 
park Lh Thi noidenta Va x tin 
reater than the last prewal ir of 194] In 
the durable goods held, only th: ipphance busi 
1 ored increased sales dunng 1956—hom« 
building was down | percent ind autos down 
t percent So when we talk about busin 
bemg off, let put it into its proper rocu Lake 


moth 


r statist In 1946, taking the countrys 
national product it 100 percent and our 
r it LOO percent the 1956 fheure would 


ind our mdustr it 


ot 


cent im the same 


1 152°, growth gam ove 


thie nationa ( 


iS ad W hol 


VV! have added 15 million new customer 

to the lines since the war; we have seen 
better than a million new homes built cach yea 
ind we have old the astronomical figure ! 


1,642,400 major apphance 


radio and I\ 
in the post-wal period about two sales to ever 
person in the U.S. Look at some of the fh 


on pecifi device 


1946 to 195¢ 


old in the 10-year pr nod trom 
Nearly 44 million refrigerato: 


over 40 million washers; nearly 34 million vacuum 


cleaners; 64 imuillion = dryer nearly $4 millon 
trecezel 144 million range over 9 million wate 
heat million dishwashet over 6 mil 


conditionel OVCI 
million IV sets and 10 
hat 1 el 
ile ichievement. Nor except for lack busine 


POOL all million ch pos 


million home 


ord of phenomenal growth 


in the first few months of 19 is there 


ound indication that the sam pattern of growt 


vill not continue 


ISPOSABLI 
D: 


cr Was running at an annual rate of $29 


income durmg the first qua 


billion, o1 per cent over the sam period 
6. Consumer savings in the first quart Ve 
bilhon 


pared to $15.6 billion in 56. Consumer debt 


running at an annual rate of 520 


ipphance -radio-television was reduced one pr 


penod. In cmployment 
conn savings and instalment debt, theretore 
there 1 olid basis for further industry expa 


1On 


It ibout time we abandoned the crving towt 


ind the wailing wall and begin to realize the 


name potential of our industri 
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HOTPOINT 
LIGHT-TOUCH 
FEATURES 

ARE EASY TO 
DEMONSTRATE— 
MAKE SALES 
EASIER! 


HAVE YOUR HOTPOINT 
DISTRIBUTOR SHOW YOU THE 


LIGHT-TOUCH 77CHNIQUE TO | 


EI Ey 2 




























































light-touch poor tatcH 


The new Horpoint Light-Toue h Door Latch opens and closes 
with finger-tip pressure oft, nppled vinyl gasket gry 
refrigerator firmly, sealing in cold more effectively than ever 
Door latch is so designed that door can be opened trom 


inside with slight pressure 


aq Se GLIDING SHELVES 


Sturdy rod-type aluminum shelves glide in and out ac the 
touch of a finger. Food in the rear corners is just a8 easy to reach 
as food in front. Shelves can also be moved up or down t 

fic individual storage needs and can be easily removed 


completely for cleaning 


light-touch we ROLLERS 


shioned re t corners of the 


refrigerator permit the cabinet to be rolled out trom the wall 


with light-couch effort. A foot pedal serves as a brake to 
i 


lock the refrigerator in position. Makes cleaning or decorating 


behind, beneath or beside the refrigerator an easy \ 





fot the pinest- binst | 


HOTPOINT CO. (A Division of General Electri Compeny (), CHICAGO 44 
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KELVINATOR 


TRADE WINDOTS 


A WHALE (oF A PROMOTION 


New Models—Special Prices—Proven Traffic Builders —Powerful Closers! 


sexe SPECTACULAR PROGUCT Vi ALUES 


ee a — “ ae - — 


% 


64 -utall og} 


rie ats| 





The Sales-Making Sensation Of The Season...The Top End Model That Tops Them All! 
THE INCOMPARABLE 


FOODARAMA’'S7 


Every day more and more dealers report the spectacular results promotion with everything that is needed to keep your selling 
that they are now getting in creating sales excitement with activity in high gear over an extended promotional period. There 
1957's great retail store spectacular — Kelvinator “Trade Winds”. is still time to take advantage of 1957's most powerful appliance 
And don’t forget that “‘Trade Winds” is a full peak-season program. Get those “Trade Winds” blowing your way now! 


Motors Means f 4 } Live Better 
. _ Aaa Fl j 


ectrically 


MAL 


{ 4 
Kelvinator MEANS BUSINESS. © GOOD BUSINESS FOR YOU! 


een ee 5 = 





